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Marshall Field III, 
to publish a new 
per in Chicago, probably 
e) on at least one 
store which should be a good pros- 
pect for advertising. 


who is going 


has his 


, - = 


That Dress Institute survey which 
showed that most women think one 
dress will do for all occasions ought 
to be mighty encouraging to a lot of 
hesitant bachelors. 


7, FT F¥ 


Dale Nichols says most advertis- 
ing agencies have a lot of encourag- 
ing figures in their bank books, but 


some way or other the credit de- 
partments of media still have 
plenty to do. 
v v v 
To give the skit writers more 
scope, Chicago’s gridiron dinner 
October 15 will be a stag affair. Do 


advertising men really believe the 


gals don’t like to read Esquire? 
v v v 


B. C. Forbes points out that poli- 
ticians only talk, but at least they 
have succeeded in demonstrating 
that their kind of talk is far from 
cheap 


. | = 


The NIAA opposes the proposal 
to have the Census of Manufac- 
tures every five years, instead of 
every two, as heretofore. With the 
priorities pressure on, it 
necessary to count noses fast. 


v , 


Vaughn Flannery, art director of 


Young & Rubicam, has left “to de- 
vote his full time to painting and 
the management of his racing 
Stable.” The life of Riley is the 
sport of kings. 

v v v 


A good painter might find a lot 
io do around a racing stable, espe- 
cially if he works as well in white- 
wash as in oils and water colors. 


7-2 


Brown diamonds for 
latest promotion idea of the De- 
Beers syndicate. The idea is to 
keep a careless husband from get- 
ung his sparklers mixed up with 
those of the little woman. 


men is the 


v v v 


“Advertising still faces tax threat, 
Doughton hints.”—Headline in Ap- 
VERTISING AGE. 

The worst of it is that Doughton 
8 the boy whose job it is to dig up 
the dough 


+ + © 


The reason advertising will con- 
“nue to face the threat of taxation 


$s that even the most resourceful 
‘ax collector ultimately runs out of 
ings to tax. 

’ v v 


Don Murphy, just elected NIAA 


resident, may set a new style in 
ciation gavel wielders. He's 
ung, handsome and as eloquent 


>a! 


lagazine canvasser. 
v v v 


t would be just like Joe DiMag- 
“8 to try to spoil the ecstasy of 


se baseball fans on the other | 
‘de of the bridge by breaking 
“wn a few fences. 

Copy Cus. 


morning newspa- | 


department | 


may be| 


Simplification’ 
Wins Out Over 
Standardization’ 


Nelson Idea _ Forges 
Ahead as Elliott Group 
Backs Water 


By A. P. MILLS 
Washington, D. C., Sept. 23.— 
Donald M. Nelson, the merchandis- 


ing man who has earned the com- 


plete confidence of the New Deal- 
ers, May never become the war- 
time czar of industry but he 


appears to have won by default in 
the fight for product simplification 
as opposed to product standardiza- 
tion. 

Even before the newly-promoted 
executive director of the Supply 
Priorities and Allocation Board 
emerged as the central figure in 
defense planning, he never over- 
looked an opportunity to urge 
simplification in the interest of 
conservation of materials. He has 
pushed his pet project even harder 
since his elevation, and drawn a 
clear line of demarcation between 
simplification—meaning elimination 
of unnecessary types, sizes and 
colors—and standardization, mean- 
ing concentration on a single grade 
and hence the elimination of brand 
| competition. 

Elliott Group Backs Water 

Harriet Elliott's 
vision of the Office of Price Ad- 
ministration has been advocating 
standardization, grade _ labeling, 
and all that with them. But 
now this agency would have it 
known that it has been pointing 
toward simplification all along, and 
that the term “standards” doesn't 
mean what most people have be- 
lieved, 

An official OPA 
indicates that the 
now the rule. It 
“Some confusion seems to 
arisen over the word 
Within the consumer 
‘standards’ means 
mum standards of 
standards of size or color, type or 
line. At no time is the term used 
to indicate a _regimentation = of 
manufactured goods .. .” 

OPA spokesmen that 
has been no shift in the 
in which the consumer 
pointing, but it is interesting to 
note that the word “simplification” 
has been substituted for “standard- 
ization”’ in one case. Whereas Miss 
Elliott announced last month that 
the American Standards Associa- 
tion had been asked to develop 
“emergency standards” on refrig- 
erators, a current report refers to 
this as “a project of simplifica- 
tion.” 


consumer di- 


goes 


pronouncement 


Nelson 


reads in 


credo is 
part: 
have 
‘standards.’ 
division 

suitable mini- 
performance or 


there 
direction 
division is 


say 


Three Panels Hold Meeting 


Whether the seeming shift “is in 
nomenclature only remains to be 
seen. The fact that a third advis- 

(Continued on Page 26) 
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Frosted Foods to Expand Advertising Effort 


‘Bazaar, House Beautiful, 


LUCKY'S WIREPHOTO 


a cn NIB Shies Away from 


* James Young 
Makes Plea for 


Free Enterprise 
Choice of Goods and| 


Services Essential in 
Modern Economy 


sY a. ) 
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Lucktes Pay 27% More! 
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— 
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Lucky Strike's new newspaper campaign 


gets under way with a wirephoto of an 
actual tobacco auction taking the major, 


‘hicag Se 23.—There is ; 
share of attention in seven column space. Chicago, Sept. 3 Phere is a 


“tifth freedom,” in addition to the 
four freedoms listed by President 
which is worth fighting 


Use Wirephotos neg tg, Sw to ios yourself, to 


express your personality in the free 


. . choice of goods and services which 

in est rive can be supplied only by free enter- 
prise, 

8 This plea for a recognition of a 

for Lucky Strikes new freedom in the planning of a 

war economy was made yesterday 

New York, Sept 24.—Using the | PY James W. Young, professor of 

Associated Press Wirephoto to lend ae echatr and SGvertienng a the 

a dramatic note of speed and time- —. ao Sunaioten Gone, 

liness, American Tobacco Company a ; ne Ftd 

“ |and formerly director of the Bureau 


this week launched a test campaign 
for Lucky Strike cigarets in nine 
New York newspapers, featuring its 
story of higher prices paid a 
bacco auctions 

The campaign marks the debut in 


of Foreign and Domestic Commerce 
Mr. Young spoke on “The Role of 
to. Manigement in Relation to Con- 

sumer Satisfaction,” at the current 
academic festival of the University 
of Chicago 


advertising copy of the AP service rts 

by which photographs are trans- , What kind of world is worth 

mitted on telephone lines of the lighting for, pouring out our blood 

American Telephone & Telegraph “re eget ped _ oe sg 

Company in eight minutes. A unit | “4 While ago our President under- 
; ‘ took to define it It would be, he 


consisting of American Tobacco 
photographers and assistants along 
with an AP technician will travel 
throughout the tobacco country and 
make stops at the various markets 
where auctions are being held 
According to AP, the pictures are 
“brought in” at the request of New “These freedoms 
York Wirephoto subscribers and then, and they seem to me now, to 
made available by them to other constitute a noble doctrine. But 
newspapers. Only the picture is I had a curious experience with 
transmitted, while advertising copy them. I discovered that our Latin 
(Continued on Page 26) (Continued on Page 27) 


four freedoms 
freedom of wor- 
fear, and 


said, a world of 
freedom of speech, 
ship, freedom from 
dom from want. 


free- 


Another Freedom 


seemed to me 


Last Minute News Flashes 


Big New Drive for Ivory Snow Ready to Break 

Cincinnati, Sept. 26.—The biggest promotion campaign ever put be- 
hind Ivory Snow is about to be launched by Procter & Gamble Com- 
pany, with a 52-time cycle in Life plus continued use of the Mary 
Marlin radio show headlining the effort. Benton & Bowles, New York, 
is the agency. 


Homer McKee Goes to Roche, Williams & Cunnyngham 
Chicago, Sept. 26.—Homer McKee 
Blackett-Sample-Hummert to become 

& Cunnyngham, effective Oct. 1 


ident of 
Williams 


resigned as 
with 


has vice-pres 


Roche, 


associated 


New York, Sept. 26.—With production increased 40 
this year, Frosted Foods Sales Corporation 
advertising campaign starting in November, 
and The Saturday Evening Post are 
ing Collier's and Life. 


cent so far 
Birds Eye 


per 
will expand its 
when Ladies’ Home Journal 
added to the current list compris- 
Young & Rubicam is the agency 


Five Magazines on Callaway Mills Schedule 
New York, Sept. 26.—Five magazines—Good Housekeeping, Harper’s | 


House and Garden and Vogue—will carry first 


consumer copy for Callaway Mills, LaGrange, Ga., featuring bath towels | 
and ensembles introduced a year and a half ago. Color pages will 
feature human interest cartoons by Gilbert Bundy. Grey Advertising 
Agency is in charge. 


Domestic Bliss Theme of Beech-Nut Drive 

New York, Sept. 26.—A check list for domestic bliss will be the key- 
note of Beech-Nut Packing Company’s fall and winter coffee campaign, 
scheduled for about 50 newspapers in key markets east of the Mis-| 
sissippi. Included in all copy is a box which calls attention to 
Beech-Nut baby food line. 


the | 


Newell-Emmett Company directs the account. | 


| posed 
\In its 


/be a party to his own execution. 


NAB; Growls at ASCAP 


Dislikes ASCAP's New 
Per Program Agree- 
ments 


By JOHN CRICHTON 


{James L. Fly’s address before the 
NIB is reported on Page 6]| 


Chicago, Sept. 23.—The National 
Independent Broadcasters today took 
a step away from the National As- 
sociation of Broadcasters and 
growled its dissatisfaction with pro- 
ASCAP - radio agreements. 
two-day convention the 
sociation heard Chairman James L. 
Fly of the Federal Communications 
Commission, Victor O. Waters of the 
Department of Justice, General Jo- 


as- 


seph M. Cummins of the Sixth 
Corps Area, John G. Paine of 
ASCAP, Robert S. Keller of Asso- 


ciated Music Publishers, Leonard 
Callahan of Sesac, and Carl Haver- 
lin and Sidney Kaye of BMI. 
Dissatisfaction with NAB’s repre- 
sentation of independent broad- 
casters was frankly expressed by 
Edward A. Allen, owner of WSLS, 
Roanoke, Va., WBTM, Danville, 
Va., and WLVA, Lynchburg, and 
NIB vice-president, who started 
the cloudburst by declaring that 
he was resigning his NAB mem- 
bership because he didn’t care to 
He 
asserted that NAB repres@nted net- 
works, not the independent radio 
station owner, and said, “I don’t 
want to pay people for cutting my 
throat I'll take my dues to pay 
someone who's working for my in- 
terests.” The convention followed 
Mr. Allen’s lead by inserting in its 
new by-laws the provision that 
membership in NIB was not contin- 
gent upon membership in any other 
association heretofore all NIB 
members were required to belong 
to NAB—and by adopting a resolu- 
tion eliminating the requirement of 
membership in any other trade as- 
sociation as a qualification for its 
officers, directors or members. 
Sentiment among NIB members 
was divided, however, many of the 
association members not endorsing 
Mr. Allen’s stand wholeheartedly. 
Many of them asserted that they in- 
tended to continue as NAB mem- 
bers, but also expressed the opinion 
that NAB had done “a lousy job” of 
representing independent owners 
and asserted that the other organ- 
ization was network-dominated. 


Explains ASCAP Contracts 


ASCAP was represented by John 
G. Paine, general manager of the 
organization, who explained at 
length the diversity of con- 
tracts now offered to stations under 
blanket and per program bases. He 
also digressed lovingly on the cul- 


some 


tural wealth accruing through 
ASCAP’s use and again clarified 
ASCAP’s reasons for refusing to 


pay its members on a performance 
basis, namely, so that talented 
(Continued on Page 2) 


American Locomotive 


Plans First Drive 


New York, Sept. 26.—American 
Locomotive Company today dis- 
closed plans are being formulated 


|for a national institutional cam- 
paign, marking the first use of con- 
sumer media. A magazine sched- 


ule is now being lined up. 
Copy wiil discuss the company’s 
role as a builder of all types of lo- 


| comotives, as well as armament out- 


put. Kenyon & Eckhardt has been 
appointed to handle the account. 
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BMI won't quit.’”” BMI received the 
association’s commendations in a 
from more popular composers’ earn- | resolution, together with the warn- 
ings. ing that the association was not sat- 
He presented the ASCAP sword |isfied with the per program basis, 
to NIB by admitting “blushingly I!and saying that the association ex- 
say it, we’re licked. As one fellow! pected BMI to draft an equitable 
put it, ‘We’ve whittled you down | per program basis, one whose re- 
to our size.” He said he hoped | porting requirements would not be 
that in its exile from the air lanes|so onerous as to coerce stations into 
since Jan. 1 ASCAP had “washed |signing blanket contracts, and ad- 
our robes white and can go ahead.” |monishing BMI that the association 
He minimized the importance of | expected the organization to con- 
the ASCAP-radio battle, saying that | tinue its progress. 
it was a little fight, and warned that Victor O. Waters, special assistant 
further, greater fights lay in front|to the Attorney General, devoted 
of the broadcasting industry. He|most of his speech to an effort to 
said that the tactics followed in the 
ASCAP engagement should show 
the industry how to solve its prob- 
lems. He asserted that he had never 
believed that the public would 
arouse itself and demand ASCAP 
music on the radio—he said that he 
felt that public interest would be 
manifested by less radio listening, 
and pointed out that a national mag- 
azine had quoted the figure of 6.3 
per cent as a listening ratio. 


Fight Never Over 


Mr. Paine was followed by Sesac, 
AMP and BMI representatives, and 
Sidney Kaye of BMI keynoted for 
the group by declaring: “This fight 
will never be over. The fight will 
go on for the competitive principle. 


youngsters and serious composers | 
might have checks to eat on, gleaned 


tered into by ASCAP and BMI. 
Mr. Waters referred to the highly- 
controversial reporting of per pro- 
gram use by saying that there were 
rumors that the per program basis’ 
clerical work would be so onerous 
as to force stations into blanket li- 
censes. “If such is the case,” he 
said, “it will be the responsibility 
of both ASCAP and BMI to miti- 
gate the requirements accordingly.” 
He said he was surprised to find that 
so many stations that clamored loud 
and long for a per program license 
arrangement are now 
templating or have entered 
blanket license agreements. 


lowed, the disagreement of NIB 


make clear the consent decrees en- | 


either con-| a ; 
into |For past injuries, he said, he felt 


| members with the new ASCAP con- 
tracts was made manifest by the 
eagerness with which they pounced 
on John Paine. Questions eddied 
|up from the floor, “Do you mean 
| that if three local stations in a town 
| hook up, they constitute a network?” 
|“Do you allow for a talent charge?” 
“I don’t get this stuff about a 
minimum and a maximum charge.” 
(Mr. Waters settled that question. 
There is no minimum or maxi- 
mum.) 
| Among the more belligerent ques- 
|tioners was Stanley Hubbard, 
| president and general manager of 
|KSTP, St. Paul. “Will the charge 
be fair,” he demanded, “or will it 
be the old way—as much as the 
| traffic can bear?” Mr. Paine assured 
him that past arrogance was for- 
gotten, that ASCAP had been 
chastened by nine months of silence. 
|Mr. Hubbard was obdurate. “Do 
we get arbitration now,” he asked, 
| “or do we get the old story: pay up 


;}or we cancel your license?” Mr. 
|Paine murmured. Directing his 
|questioning to Mr. Waters, Mr. 


|'Hubbard asked if the consent de- 


|crees meant that the possibility of 
\suit against ASCAP was closed. 


-ASCAP owed him plenty; did the 


In the question session that fol-| consent decrees prevent his suing? 


Mr. Waters declined to comment, 
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A Big Man For A Big Job 


The Man— must be a successful executive in the advertising business, 


with an unquestioned record of achievement in organization, management, and 


creative thinking. 
want is currently earning at least $10,000 annually. 


Experience in radio advertising is essential. 


The man we 


The Job— to organize and manage sales and production efforts for Wright- 


Sonovox, Inc., closely affiliated with Free & Peters, Ine.. 
Free and H. Preston Peters. 


controlled by James L. 


The Company— \ right-Sonovox. Inc., a corporation controlling 


patents and sales rights for Sonovox, a unique acoustic 


development by which 


virtually any sound can be made to speak in words, and which promises to 


revolutionize certain phases of radio broadcasting. 


The Opportunity— limited only by the man’s own imagination, and 


creative and sales abilities. Sonovox makes possible an almost infinite variety 


of new and startling techniques in radio broadcasting. 
be made to speak commercial plugs 


Automobile horns can 


in words. Flies and mosquitos can speak 


—in words. Violins can sing—in words, Any sound can be put into actual 
speech. We believe that Sonovox is to radio what talking pictures were to the 


movies. 


Please Write—Do Not Call—For general information on Sono- 


vox, refer to page 12 of Broadcasting, issue of August 11, 1941. 


Or write for 


a copy of “Now Sound Can Talk.” We are up to our ears right now, so please 


do not call in person. 


Instead, please write, outlining your past experience. 


... Since the man we want is a successful man, your request for information 
will not imply that you are dissatisfied with or unhappy in your present work. 


It will only imply that you are alive to future opportunities. 


ence will be held in strictest confidence. 


All correspond- 


Address: James L. Free, President 


WRIGHT-SONOVOX 
180 N. Michigan Avenue 
Chicago, Illinois 


, INC. 


|\Gregory Gentling, KROC, Roches- 


pointing out that the suit would be 
a private matter. 

Customary convention proceed- 
ing, that of election of officers in 
the last meeting of the convention, 
was disrupted by a committee on 
organization which reported eight 
resolutions to the convention. They 
were adopted, and provide princi- 
pally: Membership is limited to in- 
dependently owned and operated 
stations, not owned (wholly or in 
part), managed, operated or con- 
trolled by a national network; that 
a representative be selected from 
the membership of each state, terri- 
ory, possession and the District of 
Columbia; that a managing director 
shall be selected; that such a com- 
mittee of representatives be con- 
vened not later than Nov. 15, 1941. 


Face Five Problems 


In his keynote address to the con- 
vention, Harold Lafount, president 
of NIB, had pointed out that five 
problems lay before the convention: 
the question of priorities for the 
obtaining of repair and replacement 
parts as well as expansion con- 
struction; the interference problem 
created by the continually relaxing 
FCC rules; the effect on independ- 
ently owned stations of the grants 
by the commission of super-power 
stations throughout the country; the 
effect of government requests for 
free time be shifted so that spon- 


looming problem of relations with 
the American Federation of Musi- 
cians. 

Significant among the 14 resolu- 
tions 
were those thanking Chairman Fly 
and other FCC members for their 
efforts in behalf of broadcasters; 
,advising that all steps be taken to 
|insure priority ratings to secure 
equipment; opposing any special tax 
on time sales or licensing fee; ex- 
|pressing NIB’s appreciation to the 
Department of Justice for the pro- 
| tection afforded by the ASCAP-BMI 
‘consent decrees; requesting the 
| Department to enforce strict com- 
pliance with the consent decree 
provisions in regard to the per use 
license; opining that power in ex- | 
cess of 50,000 watts in the interest of 
public defense was economically un- 
sound; and requesting FCC to give 
due consideration to the economics | 
of broadcasting in all applications 
for new stations. Not mentioned in | 
resolutions were the problems of 
AFM and government time. 

A resolution asking FCC to make | 
available new frequencies was | 
tabled after a spirited attack by 


ter, Minn., who asserted that the | 
need was to impress on FCC the 
necessity of stricter adherence to 
engineering requirements. The last 
of the resolutions, tacked on by 
H. W. Slavick of WMC, Memphis, 
asked that NIB go on record as op- 
posing the basis of negotiations 
between networks and ASCAP re- 
quiring stations to rebate, and Mr. 
Slavick requested that all networks 
get a copy of the resolution. 

Indications were, however, de- 
spite the general dislike of ASCAP’s 
agreements, many of the station 
owners were flirting with the idea 
of re-entering the ASCAP fold. Ob- 
jections were voiced by several NIB 
men, chiefly Mr. Gentling and 
Walter Damm, WTMJ, Milwaukee, 
that the current index supplied by 
ASCAP was cumbersome and inade- 
quate. An indexed catalog, the sta- 
tion men thought, was what was 
needed. 


Shift Nets Oct. 1 


Pittsburgh radio stations have | 
completed arrangements for the| 
biggest shift of networks and pro-| 
grams in their history, to take place | 
Oct. 1. On that date, Station KDKA | 
will move from the NBC Blue net- | 
work to the NBC Red network; | 
Station KQV will become the local | 
outlet for the NBC Blue network, | 
relinquished by KDKA; Station | 


Pittsburgh Stations | 
| 


WCAE will shift from the NBC 
Blue network to the Mutual net-| 
work. 


The only two stations which will | 
not be affected are WJAS, the local 
Columbia outlet, and WWSW, | 
which has no regular network affili- 
atien. The Red network will salute 


KDKA in a special program Oct. 5, | 
at 1 p. m. 


adopted by the convention | 


FIRST PRIZE 


am © 


“y aie 2 
89 


Kungsholm Baking Company, organized 

in Chicago but a few months ago, ran 

off with first prize for this visual pact. 

age cover at the National Food Di. 
tributors Show. 


Press Conference 
of Chicago Daily 
Yields No Details 


Chicago, Sept. 25. — Marshal! 
Field III and Silliman Evans, owne: 
and publisher of Chicago’s pro- 
jected new morning newspaper, 
held a press conference in their 
temporary offices in the Field bldg. 
here yesterday, but the actual news 
available consisted merely of offi- 
cial confirmation that there will be 
a new paper, that Mr. Field will 


|own it, Mr. Evans will be the pub- 
sored programs may be run; the| 


lisher, and that it will accept ad- 
vertising. 

Both men insisted that details as 
to name, size, printing facilities, 
staff, etc., were still undecided, but 
also declared their complete conti- 
dence that the first issue would ap- 
pear on the date originally set—ap- 


proximately Nov. 1. Mr. Field de- 
clared that he will probably be the 
sole owner, and asserted that no 


| stock will be sold. 


Ward Mayborn, newspaper con- 
sultant who arranged the details of 
the mechanical merger between the 
Nashville Banner and Tennessean, 
and who has been prominent in 
newspaper publishing circles for 
many years, has joined the skeleton 
staff of the organization—at least 
temporarily and_ unofficially — and 


presumably is working on details 
of the mechanical and_ business 
ends. 


Esquire Wins Suit 

Esquire, Inc., Chicago, publisher 
of the magazine of that name, 
which won an unfair competition 
suit in federal court in Florida June 
10, 1941, against Esquire Bar, Inc., 
in which the latter was denied the 
right to use the name Esquire, won 
a federal court order Aug. 22 caus- 
ing Esquire Bar, Inc., to remove all 
signs bearing the name Squire or 
Squires and directing the defendant 
to cease using any name similar to 
Esquire. 


Adds Kathryn Soth 


Kathryn Soth, formerly with 
General Mills, Minneapolis, has 
joined Better Homes & Gardens, 
Des Moines, as director of the tast- 
ing-test kitchen. 


26 minutes( 9) one way 
is the average length of 
time for each rider “— 
of a street car FS) or 
bus pS, 39) Los Angeles 
...52 minutes & ) .") daily 
exposure tO your message 
on car cards... Axiom. 
time to relax“ty...read 
decide to purchase. 


For complete details. 
and rates, write = 
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OF ANY SCREEN MAGAZINE 


Publishers’. Statements for the first six months of 1941 
reveal a new leader in the screen magazine field. 


Photoplay—Movie Mirror records an average net paid 


circulation of 743,934 for the first six months of 1941, 
a leadership over the nearest competitor of 123,409. 


A 20 So lead! . 


This is the largest circulation ever achieved in the 30 years 


of screen magazine publishing history. 


Photoplay — Movie Mirror is one of the five magazines comprising the * Indian Symbol of Leadership .. . 
Macfadden Women's Group; each magazine enjoys a close editorial ‘ ° . ° 
kinship, each reaches the same kind of women... young women, mostly the « ol Pr STI¢ K 


married, mostly “Judy O'Gradys”. A reader group recruited from the | o P . 
Carried in ceremonial dress, each eagle feather and 


ee.’ decoration symbolizing some outstandi hievement 
to the advertising message which offers o betler way of life ... here « ae ll ? 9 ae . 
as. or distinction. Gray Wolf, noted pale-face Indian 


_working classes of simpler reading taste. A receptive readership, olert 


“are prize prospects for the drug afd-toilet goods Sdvertiser, for the 


; ‘. thority, adopted son of the Ojibways, designed this 
food advertiser, for all volume sale fationally ‘adverlised consumption = P a P 4 oii sh oe 
siiictsachaal le SS miniature for us; authentically Indian-made for you by 

ise. “ . = 9 . bt, . . . 
i ma: . “35 Blow Snake and his son, Rainbow, of the Winnebago 
During the first six months of 1941, Mestadiden Women's ‘7 Tribe. (In case you're wondering, the horse-hair on 


Group hed the largest circulation goin ohe@ny leading the Coup Stick denotes a scalp. This has no particular 
women's, general monthly of weekly magazine. ; significance.) 
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MACFADDEN 


TRUE ROMANCES © TRUE EXPERIENCES © TRUE LOVE & ROMANCE @ PHOTOPLAY-MOVMECMIRROR oe RADTO MIRROR 
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McGraw-Hill Ups All 
Salaries Under $3,000 
McGraw-Hill Publishing Com- 


pany, New York, has announced an 
adjustment of its salary scale, effec- 
tive Oct. 1, which will give in- 
creased compensation to all em- 
ployes whose incomes are $3,000 
or less. The increases will apply 
also to the company’s subsidiaries, 
McGraw-Hill Book Company and 
McGraw-Hill Building Corporation. 

The new salary scale gives an 
increase of 10 per cent to employes 
receiving $100 per month or less, 
seven and a half per cent to those 
receiving between $100 and $150 
per month, and five per cent to 
those receiving between $150 and 
$250 per month. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


‘American Boy’ 
Purchaser Plans 
First Issue Oct. 21 


Detroit, Sept. 24.—J. A. Humber- 
stone, who purchased the name and 
goodwill of the American Boy 
magazine for $700 at a bankruptcy 
sale in Detroit, Sept 17, will resume 
publication of the magazine with 
the October issue. 

Mr. Humberstone, who is 32 
years old and a graduate of the 
Ford Trade School, formerly edited 
the “Ford News,” published by the 
Ford Motor Company. He said the 
first issue of the American Boy 
under his direction would be out 
Oct. 21 and would be dedicated to 
Henry Ford. It will feature the 
American boy in national defense. 

The new magazine will retain the 
same format. It will be sent to the 
285,000 subscribers on the list of 
the old company. Mr. Humberstone 


said he would have access to the 
lists, which were purchased by the 
Curtis Publishing Company of Phil- 
adelphia, for $1,800. 

American Boy suspended publica- 
tion in July when the Sprague Pub- 
lishing Company went into bank- 
ruptcy. 


McKay Resigns as 
Colgate Ad Director 


Hugh McKay has resigned as ad- 
vertising director of Colgate-Palm- 
olive-Peet Company. Harry Keller, 
public relations manager, and Ed- 
ward Longstreth, radio director, 
have also resigned. 

Continuing in charge of advertis- 
ing are: R. E. Healy, Palmolive 
soap and shaving cream, Octagon 
products, Klek and Cue; Savington 
Crampton, Super Suds, Colgate 
tooth powder, shave and brushless 
cream, Crystal White soap, and 
Halo shampoo; and George Mac- 
Gregor, Colgate dental cream, 
Cashmere Bouquet products and 
Vel. 


B 


- did it again! 


le —_— . 
Iwas a balmy day last April and FE. B. Rideout, WEEDs weather forecaster 


extraordinary, had said it was going to get colder —fast. It did—dropping from 


8 | 


to 60° in 2 minutes—then down to 50° in the next quarter hour. 


With a three hundred year history of the wind, rain, snow and sun in their hair, 


New Englanders are mighty interested in the weather. They learned long ago 


that when “FE. B.” forecasts the weather, it’s about a six-to-one bet that he’s 


right. Consequently, “FE. B.” has a tremendous following even far beyond the 


reaches of WEED’s primary listening areas. 


And consequently, WEED’s FE. B. Rideout Weather Service has ever lacked 


sponsorship in all its fifteen vears. 


That’s the way it is at WEEI. The listeners get what they want — entertain 


ment and service to fit their tastes and needs. And advertisers get what they 


want —audience and attention and sales. 


WEEI Columbia’s Friendly Voice in Boston 


Operated by CBS. Represented by Radio Sales with offices in New York 


8s 


‘Chicago + Detroit + Charlotte + St. Louis + San Francisco + Los Angeles 


Karo Campaign 


Seeks to Broaden 


Sphere as Food 


Quints, Health Angle 
Relegated to Second 
Place 


New York, Sept. 24.—In an 
attempt to remove Karo corn syrup 
from association exclusively with 
griddle cakes and _ waffles, Corn 
Products Refining Company has 
launched an_ extensive 
campaign presenting the product 
as an ingredient in the preparation 
of a widespread variety of foods. 

A newspaper campaign, more 
than twice the size of the spring 
effort for Karo in the territory 
covered and in the number of 
newspapers on the schedule, will 
begin next week with copy also 
playing up the syrup as a recipe 
ingredient. 

The magazine copy marks a shift 
from emphasis on the use of Karo 
by the Dionne quintuplets. For 
the past five years, Corn Products 
has featured the famous children 
in its magazine promotion and copy 
has described Karo, “rich in dex- 
trins, maltose and dextrose,” as a 
health food for children. 


Quints to Second Place 


The current campaign relegates 
the health story and the quintuplets 
to second place and gives primary 
emphasis to a photograph of a dish 
in which Karo is an_ ingredient. 
The quintuplets then appear with 


magazine | 


Direct Mail 


Group to Meet 


in Canada Oct. 8-10 


New York, Sept. 24.—Adve: 
ing executives from Canada and ‘h¢ 
United States will meet in Mion. 
treal Oct. 8-10 for the first inter. 
national convention of the Dirvct 
Mail Advertising Association « 
held outside the United States. 

Problems associated with ady:r- 
tising and defense will be 4 s- 
cussed by speakers from both co) »- 
tries which will also be Officia ly 
represented—Canada by federal | f- 
ficials who will outline measu ex 
taken in line with the war eff: ‘t, 
|}and the United States by Harfi rq 
Powel, public relations officer of 
the U. S. Treasury, who will ce- 
_scribe the defense bond sales cam- 
|paign. The convention is open to 
all business executives and adv. r- 
| tising men and women. 

Among other speakers will be |. 
Rohe Walter, DMAA president: 
Homer Buckley, president, Buc \x- 
ley, Dement & Co.; B. K. Sandwell, 
editor, Toronto Saturday Night: 
Charles R. Vint, president, Col- 
gate - Palmolive - Peet Company, 
Ltd.; Edward G. Hirst, vice-presi- 
dent, Might Directories, Ltd.; Wil- 
fred Peterson, Jaqua Company, 
Grand Rapids, Mich.; Elton John- 
| ston, past president, International 
| Affiliation of Advertising and Sales 
Clubs, Toronto, and B. W. Keigit- 
ley, advertising manager, Canadian 
Industries, Ltd., Montreal. 


Brown Heads Midwest 
Newspaper Men 


O. C. Brown, advertising man- 
ager of the Oklahoman & Times. 
Oklahoma City, 


further suggestions on how Karo) jm 7 Bee wa Ss elected 
can be used with puddings, milk, m president of the 
apple sauce and cocoa, gg nn 
A pecan pie, described as a try Seeesey 
“Karo ‘Prize’ Pie,” is featured in Pe I more a 
the first insertion. Copy points to | § semi - annual 
the pie as “just one of the many || meeting held in 
interesting, different recipes in- Kansas City 

cluded in ‘Karo Kookery’—the new Sept. 21-22. 
Karo cook book created to give you Other officers 
new ways to add food-energy value elected at the 
» r meeting are Ho- 


as well as delicious variety to your 


menus.” A quotation from Dr. 
Allan Roy Dafoe follows the line, 
“It's the only syrup served the 
famous Dionne quintuplets.” 

The newspaper campaign will 


appear in about 300 newspapers in 
Texas, Oklahoma, Arkansas, Ten- 
nessee, lowa, Illinois, Missourt, 
Colorado, Wyoming, Kansas, North 
and South Dakota and Minnesota. 
Two hundred line insertions will 
appear twice weekly through early 
December. 

Copy will feature a recipe, out- 
lined with a dotted line and marked 
by a sketch of a scissors, to suggest 
immediate clipping. The headline 
for one typical insertion, “Did you 
ever CODDLE AN APPLE the Karo 
way?” lends a humorous note to the 


story of how to prepare Karo 
coddled apples. 

Beginning with October issues, 
bleed color pages will appear | 
|jthrough December in American 
|Home, Better Homes & Gardens, 
Fawcett Women’s Group, Good | 
Housekeeping, Household, Ladies’ 


Home Journal, Macfadden Women’s 
Group, McCall’s, True Story and 
Woman's Home Companion. C. L. 
Miller Company is the agency. 


Adds News Bulletin 


S. D. McFadden News Bureau, 
San Francisco, has launched a new 
semi-monthly news bulletin cover- 
|ing dairy developments in eight 
Western states. The new publica- 


| tion, in news letter form, is known | 


as Western Dairy Products News 
Service and is the third periodical 
| launched by McFadden. 


Wrigley Drive in Canada 


A coast-to-coast newspaper cam- 


| paign in Canada has been scheduled | 
by the Wm. Wrigley Jr. Company, | 


| Limited. Copy will emphasize the 
| need to combat nervous tension and 
| fatigue under pressure of wartime 
condition with the slogans “Wrig- 
ley’s helps you stand the pace,” and 
“Chew it while you work.” The 
Toronto office of J. Walter Thomp- 
|son Company is the agency. 


mer Belew, Fort 


O. C. Brown Worth Star Tele- 
gram, vice-presi- 
dent; Fred F. Rowden, Omaha 


World-Herald, secretary-treasure! 
and George Scrutton, Democrat 
Capital, Sedalia, Mo., sergeant at 
arms; Next year will mark the 25t! 
anniversary of the association. 


Files in Bankruptcy 
Andrews, Gould & Wellman, 
Buffalo advertising agency, has 
filed a voluntary petition in bank- 
ruptcy in U. S. district court. 


KAUFMANN FABRY 


425 5. WABASH AVE. CHICAGO 
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ADVERTISING AGE 


WHAT HITLER TOLD ME ABO 


\TAM 
by Pastor nasil CHRISTIANITY HAT VY" cawor 


ae 


WHAT IS A Goop 


NEIGH 
by General Avila ae | 


Camacho COLLEGE? 


WHY | BELIEVE IN GOD AND PRAYER 


HE 
oi au aa ae gol Franklin D. Roosevelt 
WHAT HITLER TOLD ME i. orient MED 
ABO by F AL FR 
by Dr. Otto Strasser sin PEACE Y Frederick 1, Collins OM GORING 


IS AMERICA IN THE WAR? : 
by George Bernard Shaw quis YEAR 


at! 


rt Listea above are a handful of 1941 
‘| titles which were featured on our front covers 
«f and in newsstand and newspaper promotion. 


They all have three things in common — they 
employ, or imply, the question mark; they are 
timely in interest; they are written by recognized 
authorities. And the articles themselves are 


in, 


This Chart Shows You What One Dollar 
Will Buy in Black & White Advertising Pages 
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In Liberty it will give you access to 507 families of which 147 are in the 
“A” and “B’ income groups, 336 are in the prosperous “C” and “D” 
brackets, and 24 are in the “E” class. 

All magazines give good coverage of “A” and “B” families. Few reach 
for into the “E” families. At the PEAK of the market, however, where 60% 
of all sales are made, LIBERTY hits harder per dollar than any other 
magazine. Thus Liberty delivers IMPACT AT THE PEAK. 


EEL , 
prederick | 5 YEAR 
28 pENED TO Lyi at 
WHAT HAPFED'.y Yankee Sto 


yea ANTS? 
S pENNAN WHAT ERNEST BEVIN IS LIKE 


SHALL WE HAVE A WOMAN’S NATIONAL GUARD? 


MATTER WITH WOMEN? 


by Alison Barnes 


by Rupert Hughes 


concise — they average 9 minutes 4 seconds 

Reading Time. 

As you look over these titles, look beyond them at 

the major planks in Liberty’s publishing platform. 
I. Liberty is searching and inquiring in tone. 

It is timely, journalistic and forward looking. 


It is authoritatively written by vivid and 
colorful personalities. 


w WN 


4. Its format is compact, its articles are com- 
plete yet concise, so that reading is a pleasure 
rather than a chore. 


Naturally such a magazine appeals to alert, active 
people—people whose inquiring minds seek con- 
cise and authoritative answers to questions of 
today and tomorrow. 


People of this type are found in all walks of life. 
Some are rich, some poor, but the bulk of them 
come from the well-to-do middle classes who make 
our best market—and your best market. 


Liberty 


- 


IMPACT AT THE PEAK 
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Textile Firms Spend 
0.2% on Advertising 
Nineteen textile dyeing and fin- 
ishing corporations, excluding those 
in the woolen and worsted field, 
spent an average 0.2 per cent of sales 
for advertising in 1939, according 
to a Federal Trade Commission re- 
port. Companies represented in the 
FTC survey account for about one- 
third of industry sales. 


The report is one of a long series | 
project to collect and) 


in FTC’s 
analyze financial reports from lead- 
ing corporations in principal indus- 
tries. The 19 companies included 
had consolidated sales of just over 
100 million dollars. 


| Bares Liggett's 
Ad Policy in 
Monopoly Trial 


| Lexington, Ky., Sept. 25.—Exten- 

sive research by the advertising 

staff of the Liggett and Myers To-|} 
| bacco Company has led the firm to 
|concentrate its advertising of Ches- 
terfield cigarets in newspapers, ac- 
cording to Benjamin F. Few, New) 
| York, a vice-president of the com- 
|pany, and a witness in the current 
‘trial of major tobacco manufactur- 
ers, their executives and subsidi- | 
aries, on a conspiracy-monopoly 
| charge in federal court here. 

Mr. Few testified his staff had 
|done sufficient research to enable 
it to tell the cost per reader of 
newspaper advertising. He said the 
|figure was three-twentieths of a 
| cent per reader. Although Liggett 
|and Myers, like the other big to- 
|bacco companies, also uses other 
advertising media extensively, Mr. 
Few said his firm used more news- 
| paper advertising than any other 
tobacco company. 

A witness who preceded Mr. Few, | 
Edward H. Thurston, another vice | 
| president of the Liggett and Myers 
| Tobacco Company, had said his firm 


‘ranking usually “in third position, 


| ing manager, succeeding E. E. Way. 


—— 


was “not a leader in the industry,” 


| 


| Both Mr. Thurston and Mr. Few are 


individual defendants in the case, 
along with 18 other tobacco-com- 
pany executives, the Liggett and 
Myers, American, and R. J. Rey-| 
nolds companies, and two American | 

d| 


maybe second once in a me 


| subsidiaries. The trial was resume 


this week after a 12-day recess that 
had been ordered because of the | 
illness of one of the jurors. 


éniemetimannaies | 
| 

Taylor Names Lockwood | 
W. W. Lockwood, assistant ad- | 
vertising manager of the Taylor) 
Instrument Company, Rochester, | 


Broadcasting Not 


fo Be Taken Over, —:2,.!:enst's y,reens 


Fly Promises NIB 


FCC Chairman Re- 


states Views on Neces- 


sity of Varied Control | 


Chicago, Sept. 23.— FCC dates | 
man James L. Fly told the National 


The FTC head was in a genia] 


/mood, and in the question session 
that followed he quipped merrily. 


In response to a KONO, San An.- 


tion and asked what should be 
done, Mr. Fly suggested that “sore 
people say you should see a law- 
yer,” and then added seriously that 
a complaint should be submitted *o 
FCC, who would then investig: 

turn the matter over to the Stite 
Department, “and,” he chuckled, 
“after a time we'll get back in y 

territory.” In answer to a questi yn 
as to whether super-power, 500,09 
watt stations did not represe) ', 


N. Y., has been appointed advertis- | Independent Broadcasters here to-|after a fashion, the concentrat d 


Mr. Lockwood has been in the Tay-| 


lor advertising department since} 
1933. 
Randall Advanced 

George L. Randall has been | 


appointed advertising manager of | 
Wickwire Spencer Steel Company, | 
New York, and its subsidiary, the 
American Wire Fabrics Corpora- 
tion. Mr. Randall, formerly assist- 
ant advertising manager, succeeds 
K. A. Zollner, resigned. Before | 
joining Wickwire Spencer he was 
assistant advertising manager of G. | 
Schirmer, New York, music pub-| 
lisher. 


Get Your 
UPSTAIRS 


tf When an Air Corps flight commander wants his birdmen to go 
up, he jerks his thumb skyward and says, “Get upstairs!” ... When 
a smart executive wants his sales to go up in Houston (with or 
without jerking his thumb), he says, “Use The Houston 


Chronicle!” 


Leading merchants and manufacturers have been saying just 
that for 28 years—the 28 consecutive years The Chronicle has 
led all other Houston newspapers in advertising—and in circula- 


tion, too. 


Since 1913 The Chronicle has been first in Houston in Local, 
National, Classified and Total Advertising . . . And add to that 
record, this: That during the eight months of 1941 The Chronicle 
GAINED 412,329 lines of advertising, while the second Houston 
newspaper LOST 37,709 lines, and the third Houston newspaper 
LOST 28,834 lines. 


Houston deserves your best selling effort, because Houston— 
NORMALLY the South’s top market (first in Retail Sales, 1940 
U. S. Census) —is now a SUPER-MARKET under the stimulus of 
= almost a HALF BILLION dollars of defense spending. To SELL 
Houston (to the hilt) -—use The Chronicle. 


THAHOUSTONICHRONIELE 


FIRST IN CIRCULATION AND ADVERTISING FOR 28 CONSECUTIVE YEARS 


ae 
+ oe , 
= 


R. W. McCARTHY 
Notional Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


Sales 


THE CHRONICLE SELLS HOUSTON 


|control is a necessary adjunct of 


day that there exist “no plans for 
taking broadcasting out of private 
hands, even in time of war.” He} 


|ough coordination with military of-| power was 


ficials would be necessary as a| 
measure of civilian defense, “for 
my part I should wholeheartedly 
oppose any proposal to take over 
radio broadcasting—though I have | 


|/never heard such a proposal from | 


any source worthy of serious con- 
sideration.” 

Chairman Fly drew on the Senate | 
committee’s investigation of propa- | 
ganda in moving pictures to illus- | 
trate his belief that decentralized 


| 
broadcasting. He viewed the pres- 
ent attack on the motion picture in- | 
dustry as stemming from the 
charges that a “few men _ seized 
control” and warned that broadcast- 
ing under private auspices was 
vulnerable to just such an attack 


|}unless control was maintained in 
|its present decentralized form. 


“IT am willing to stand on my | 
record,” Mr. Fly said, “as a pro- 
ponent of the private system in 
broadcasting. I know, however, 
that that system can, in the long 
run, survive only if its primary 
justification—diversification of con- 


| 
| 


| trol—is a truth embedded in the | 


day-to-day operation of the indus- | 
try rather than a pious sentiment to | 
be dragged out of the cubbyhole | 
and aired on ceremonial occasions.| 
. and I conceive it as the com- 
mission’s primary duty ... to see 
to it that you station owners. . 


|}remain in control of your destinies | 


. and America’s microphones.” | 


Denies FCC Antagonism | 


He denied any feeling in the com- | 
mission of antagonism toward the | 
broadcasting industry. “I view the | 
| fostering of the American system | 
|of broadcasting and its protection | 
from any unwarranted attacks 
| which may harass it, as one of my 
|prime duties as chairman of the 
Federal Communications Commis- 
|sion.”” A burst of applause greeted 
| this declaration. 
| The chairman summed up the 
_ matters now hanging fire before 
FCC by saying that, with regard to 
| the networks, the chief bone of 
| contention was the wording of one 
|of the eight regulations, the one 
| governing option time and “even on 
{that narrow issue, the networks 
| were unable to agree among them- 
| Selves.” He would not comment on 
|the ownership of more than one 
station in a community by one 
|licensee because the matter was 
}under adjudication. The news- 
|paper-radio ownership investiga- 
|tion, he said, is “primarily con- 
cerned with grants of FM licenses 
to newspapers since in the FM field 
the number of newspaper appli- 
cants makes the problem acute. In 
the event any measures or recom- 
|}mendations grow out of the inves- 
| tigation—and on that I express no 
judgment—they will not be con- 
cerned with existing licenses but 
jrather future acquisitions.” 

He urged that the association’s 
members, many of whom, he said, 
| would no doubt be critical of com- 
|mission policy, be free to present 
|criticism. He urged that no false 
front was necessary, such as “skirts 
of women’s clubs or the cloak of 
religion, or coming to Washington 
'with a piece of hay in your teeth.” 


| St. Louis. 


control he had spoken of as necc-- 
sary to avoid previously, Mr. F y 
said that they undoubtedly did, bit 


|further promised that, while thor-| added that in certain areas su:h 


desirable to achie e 
coverage. 


N. Y. Ad Group 
to Hear Arnold, 
Rubicam, Oct. 7 


New York, Sept. 23.—Assistant 
Attorney General Thurman Arno d 
will offer a first-hand exposition of 
his views on advertising at a sp-- 
cial dinner meeting to be held at 
the Biltmore Hotel here on Oct. 7, 
under the joint auspices of the Ad- 
vertising Women of New York, in 
cooperation with the Advertising 
Federation of America, the Sales 
Executives Club of New York and 
the American Marketing Associa- 
tion. 

Co-featured with Mr. Arnold will 
be Raymond Rubicam, chairman of 
the board of Young & Rubicam, 
who will present the advertiser's 
point of view. Following the two 
talks a question period will be 
held. Among the subjects expected 
to be included in Mr. Arnold's dis- 
cussion are the recent question- 
naires sent to gasoline marketers 
and advertising aspects of the to- 
bacco anti-trust suit. 

Reservations for the dinner, as 
well as questions to be submitted 
to the speakers, should be sent to 
the Advertising Women of New 
York, 47 W. 34th street, New York 
City. Tickets are $3.50 each. 


CONSUMERS CO-OP 

TO HEAR ARNOLD OCT. 16 
Kansas City, Mo., Sept. 23.— 

Thurman Arnold, Assistant At- 

torney General, will address Con- 

sumers Cooperative Association, 


| North Kansas City, Mo., Oct. 16 


He is expected to discuss coopera- 
tives as the permanent answer to 
monopoly tactics. 


Names George Bloch 

H. George Bloch, St. Louis, has 
been appointed to direct the adver- 
tising of Benwood-Linze Company, 


MONTREAL 


TORONTO 


WINNIPEG 


i J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA |i 
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the experience of others. Write for 
= EAGLE PRINTING INK CO. 
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To YOUTH South Dakota spreads its arms! To YOUTH South Dakota _ to the venturesome spirit of youth. In 1940 gold production 
Ws proffers natural resources, developed and undeveloped, which permit alone totalled $20,533,170. Another mine yielding wide- 
Ch, the fullest expression of energy, ambition, VISION. A young state with spread benefits is the influx of more than a million Black Hills 
~-—<Y young ideas — the perfect setting for young people. Here is wealth tourists each summer season. 


— in “<a of farm and ranch, forest and mine . . . wealth of Western ZEAL. Folks Country store sales from January to July, 1941, inclusive, 
ie 2635,) 4, whose spirit has never lost the pioneer pace — folks eager to progress, were 12% greater than in the same period in 1940, the largest 
“ Hh eager to welcome the newcomer, eager to cooperate for his success. percentage gain in the Ninth Federal Reserve District. In 1939 
s Fy! iS Improved farms, improved farming methods, greater diversification, the 468 industrial institutions in South Dakota (not including 
“OEM J v { )) new and better highways with quicker access to markets -- these influ- mining) showed an increase in production of $14,000,000 over 
3S MY \ ences are hoisting the income level in South Dakota. During the first 1937. Net Income Tax collections in South Dakota in the past 
a 4 yl YW A) , six months of 1941, farm cash income was 91.9% greater than during fiscal year were 29% above those for the preceding fiscal year. 
* MiP ncemrseiicee DN RY the same period in 1937, not including government payments. That In South Dakota boundless raw material awaits but the 
> ZY Wi) profitable trio — cattle, sheep, and hogs —- corn and sorghum-fed, sup- touch of ingenuity for practical application. Manufacturers, 
ft / AM We A=" plies 75% of the farm income of our State. On August 1, 1941, 35% wholesalers, retailers —- South Dakota's growing buying power 
| YIN I ~ YUN Ve, more cattle were on feed than a year ago. The 1941 wool crop broke all = is a channel of promising returns for you! Watch this state! 
‘ “4)\_, records with 13,841,000 pounds as compared to the 10 year average _ . - - To young folks in step with OPPORTUNITY ~— to entire 


= of 9,142,000 pounds. families grown security-conscious, we say -—- Welcome to 
Minerals? South Dakota deposits include the largest gold mine in South Dakota — to its material advantages, its hospitality, its 


the United States and almost every other known mineral-a challenge UPWARD SWING! . 
Governor of suai Dakota 


OUTH DAKOT 
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rite AH. PANKOW 


2 a he a ia 4 OF 
PIERRE, SOUTH DAKOTA | 
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CooeCole to Add 
Second Network 
Program Nov. 1 


New York, Sept. 24.—Coca-Cola 
Company will add a second national 
network program Nov. 1 when it 


will present a musical _ series 
starring name bands and soloists 
over 125 stations of the Mutual 


Broadcasting System. The company 
currently sponsors on 113 stations 
of the Columbia Broadcasting Sys- 
tem “The Pause That Refreshes,” 
launched in December, 1940, after 
more than two years during which 


} Big Cyanamid 
Plant for New Haven 


The splendid, new plant of the Amer- 
iean Cyanamid 
built at a cost of $2,750,000 is another 
the 889 
plants located in “Register City” — 


Company, recently 


great industry to add to 
the great market place of The New 
Haven Kegister. May we send you a 
brochure in color describing “Register 
City” in detail? 


Register, 


Address New Haven 


New Haven, Connecticut, 


Coca-Cola 
works. 
The new series will be aired six 


had been 


| times weekly, Monday through Fri- | 
day from 10:15 to 10:30 p. m., EST, | ®,: 
and Politics Seen — 
Advertising | 
| Company, St. Louis, is the agency. 


and on Saturday from 10 to 10:30 
p. m., EST. D’Arcy 


General Foods Corporation has 
renewed five programs on CBS, and 
begins its fall season with six pro- 


grams on the network. The pro- 
grams renewed are “Kate Smith 
Variety Hour,” effective Oct. 3, 


aired Friday from 8 to 8:55 p. m., 
EST, over 88 stations for Grape 
Nuts; “Kate Smith Speaks,” heard 
daily from 12 to 12:15 p. m., EDST, 
over 78 stations for Calumet baking 


powder, Swansdown cake flour and | 


|Diamond Crystal salt; and three 
daily quarter-hour serials, “Joyce 
Jordan, Girl Interne,” at 2:15 p. m., 
|EDST, over 72 stations for La 
France, Satina and Postum; “Kate 
Hopkins” at 2:45 p. m., EDST, over 
'50 stations for Maxwell House 
coffee; and “Young Dr. Malone” at 
|2 p. m., EDST, over 79 stations for 
/Post Bran Flakes. 

| Agencies in charge are Benton & 
Bowles and Young & Rubicam. 


To Simmons-Michelson 

| Arrow Distilleries, Detroit, has 
|named Simons-Michelson Company, 
Detroit, to direct its advertising. 


off the net- | 


Titanic Struggle 
Between Business 


Chicago, Sept. 25.—The destiny | 
of America after the present emer- | 
gency will depend on the state of 
the public’s mind toward business | 
and industry, and whether industry | 
can win the esteem and confidence 
of the public to a greater degree 
than the politicians, B. C. Forbes, 
business analyst and publisher of 
Forbes Magazine, told the Chicago 
Federated Advertising Club today. | 

Industry cannot win out in this 
struggle if it stops or curtails ad- 
vertising and selling effort, he 
asserted, declaring that advertising 
men can help solve the problem 
by convincing management of the 
necessity for doing more rather 
than less advertising when scarcity 
prevails. The public must under- 
stand the forces at work, and par- 
ticularly must not be allowed to 
place the blame for their inability 
to purchase many commodities at 
the door of business, he said. 

Declaring that there is “stormy, 
foul weather ahead” for business, 
industry and = advertising, Mr. 
Forbes predicted that shortages, 
dislocations, etc., will get worse 
before they get better. 


99.85% soi ar 


FULL LIST PRICES! 


For the first six months of 1941, the average monthly net 


paid circulation of Popular Mechanics was 


620,520 


and 99.85% of those subscribers and newsstand buyers paid 
full list prices for this 25-cent magazine. 

This circulation of 620,520, an all-time high for Popular 
Mechanics, was unforced. There has been no circulation drive 
for the past four years. 

With more money in their pockets, more mechanically 
minded men step up to the newsstands and lay down a quar- 
ter or pay $2.50 for a year’s subscription for this highest 
priced mechanical magazine. 

By the same token they have more money to buy the goods 
you want to sell to men. 

You can reach this market of over six hundred thousand 
men at a surprisingly low cost. At the one-time rate the cost is 
$1.41 per page per thousand and at the twelve-time rate, $1.25. 

To sell economically any product men buy or have a hand 
in buying, advertise in Popular Mechanics. Its readers have 
money and they show that they know quality by voluntarily 


paying full price for Popular Mechanics Magazine. 


POPULAR, SeCHANICs 


—— 


200 East Ontario Street, Chicago 
New York + Detroit - Columbus 


| were 
|inability to 


Non-Defense Home 


has been delayed by differences 


Building Snagged 
by Priority Action 


Only Defense Housing 


Gets Green Light in 
OPM Decree 


Washington, D. C., Sept. 23.— 
After nearly three months of delay, 


the Office of Production Manage- | 


ment has granted priority assist- 
ance for the construction of 200,000 
privately-financed defense housing 
units, thus assuring that practically 
all non-defense building will have 
to wait until after the emergency. 
OPM had previously arranged to 


issue priorities on 100,000 publicly- | 


financed units and remaining sup- 
plies of scarce materials will be too 
small to allow much non-defense 
construction to be undertaken. 

Administrative difficulties and 
wrangling among federal housing 
officials accounted for the 
delay in issuance of the 
order. Action was finally taken 
after numerous complaints had 
been received that builders of 
vitally needed defense housing units 
being delayed because of 
obtain deliveries of 
materials. 

The system calls for the highest 
project ratings to be granted to 
defense projects already under con- 
struction on Sept. 1, and for re- 
modeling and rehabilitation planned 
to accommodate defense workers. 
Lower ratings will be assigned to 
new construction for rent, and a 
still lower rating for new building 
for sale. 


Limits on Priorities 


Priorities will be granted only on 
)a list of scarce materials designated 
as the defense housing critical list, 
only on dwelling units costing 
| $6,000 or less or designed to 
for $50 a month or less, and only 
for building in or within commuting 
distance of 269 defense areas. 
| The order provides: “No 
application for aid will be consid- 
lered by the priorities officials until 
it has been demonstrated that the 
homes involved are designed for 
and are readily available to defense 
| workers, at prices within their 
reach and at locations convenient to 
their employment, and that the 
|}dwellings conform to minimum 
|standards as developed by the De- 


also 


long | 
housing | 


rent | 


gram has been mishandled, tha: 
vast amounts of money have bee 
wasted and that the whole progra 


opinion among housing offici 
Charles F. Palmer, the Defens, 
Housing Coordinator, and Fede; 


Works Administrator John M. C 
mody have been at Odds for som, 
time. Mr. Carmody called \ 
Palmer a “dictator” at a Hoy 
committee hearing recently. 

Mr. Carmody blames Mr. Paln 
for mishandling of defense hous; 


‘and has sought for himself 
coordinator’s power to determ 
site locations. The White Hi 
has entered the controversy 


assured Mr. Palmer that he is | 
boss. The House _investigat 
committee is believed to side \ 
the coordinator in their quarr: 


“Esquire” Case 
Closed with Fines 


Following nolo contendere p). 
by David A. Smart, publisher, i 
Alfred Smart, secretary, to fede:.| 
indictments brought on charges of 
violations of SEC regulations in 
sales of stock of Esquire-Coronet, 
Inc., fines of $10,000 each were 
entered in district court at Chicago 
by Judge John P. Barnes. In addi- 
tion there were suspended sentences 
of two years in prison. 

Other defendants in the case 
| were Arthur Greene, financial ad- 
viser to the Smarts, fined $10,000: 
Alfred R. Pastel, advertising man- 
ager of Esquire, fined $5,000; A. D. 
Elden, fined $5,000 and given sus- 


pended sentence of one year; 
Walter Lyon and Walter Stein, 
stock brokers, fined $5,000 each: 


Walter Wingfield and Leo G. Seis- 
felt, fined $2,000 each. 

J. J. Hindon Hyde and David 
Van Alstyne, New York brokers, 
pleaded not guilty and will be tried 
| Oct. 15. 

Attorneys for the defendants 
stated, in entering nolo contendere 
pleas, that the securities and ex- 
change law is so vague, uncertain 
and confusing as to make possible 
inadvertent violations. 


lastic 


ADVERTISING 


fense Housing Coordinator. It must 
also be demonstrated that such! 
housing is being, or will be, built 


in such a way as to use minimum 
quantities of materials.” 
Materials on the critical list in- 
clude some types of household 
equipment, heating and ventilating 
accessories, plumbing and gas dis- 
tribution systems, electrical equip- 


scarce 


ment, and materials made of iron 
and steel. The list will be revised 
as the need arises. A_ separate 


application must be made for other 
materials not on the housing list 
but under other priority control. 

Federal Housing Administration 
field agents will be used as the con- 
tact men between builders seeking 
preference ratings and OPM. All 
projects must be approved by the 
Defense Housing Coordinator, who 
then recommends to OPM that a 
rating be granted. 


Committee Investigating 


Housing priority action was taken 
just after a House committee gained 


the authority to investigate the 
whole program. A sub-committee 


of the House public buildings and 
grounds committee left this week 
for a fortnight’s inspection tour of 
defense housing projects. 

Pending before this committee 
for several months has been an 
administration request for an addi- 


tional $300,000,000 for defense 
housing. The committee held brief 
hearings, was unconvinced of the 


need and finally gained passage of 

a resolution permitting the investi- 

gation 
Frequent been 


charges have 


made that the defense housing pro- 


SPECIALTIES 
and 
PREMIUMS 


$4.50 per Thousand 
to 


$10.00 per Article 


Individuality, design, ey® 
appeal, color and the ap- 
pearance of double value 
places Gits Premiums and 
Specialties in a class of their 
own. They are molded of 
lustrous colored, unbreak- 
-ange 
nter- 
mium 
him- 
line. 


able plastic in a wide 
of colors, and priced 
estingly low. Every pr 
user should acquain! 
self with this leading 
Request to see a repr sent- 
ative, without obligaton- 
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WSGN has increased its power 
fourfold and is now operating ona 
_ frequency of 610 kilocycles—350 
_kilocycles lower than any other 
Alabama station! This is the spot | 
_where 1,000 watts does the work 
of 48,000! With its new fre- © 
quency, power increase and brand- | 
new (1941 vintage) transmitting . 
- equipment, WSGN is the logical | 
_ choice to reach Alabama listeners! _ 


_ National Representatives 
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New Line of — MEN'S TOILETRY LINE HAS UNUSUAL PACKAGES Listerine Uses LISTERINE'S FIGHT 


Men's Toiletries 
Hits Market 


New York, Sept. 24—A new line 
of men’s toiletries, packaged in 
bottles decorated by celebrated 
painters of sporting subjects, has 
been introduced to consumers by 
John Hudson Moore, Inc. Named 
Sportsman toiletries, the line will 
include shaving lotion, hair dressing 
and cologne. 

Lynn Bogue Hunt and Anthony 
Velonis are the painters whose 
works have been reproduced in 
color On crystal bottles. Buyers 
will have their choice of three bot- 
tle designs—a mallard duck in full 


MENTION TOOTH PASTE... and 


Row Over Flavors he | 
as Copy Theme the Hp ca 


Tooth Paste Drive 
Pushes Both Red and 
Blue Tubes 


New York, Sept. 24.—An inter- 
esting copy technique, by which | 
two products of the same advertiser 
are pitted against each other in aj 
fight for consumer preference, is | 
: . | being used by Lambert Pharmacal | 
flight, a sailfish leaping from the Company to introduce Listerine | 
noe ne a Plague ys a oe | tooth paste in its two new flavors. | 
> > reeze. 1ird-dimen- ' “a = : aieatiaianities | 

| The test campaign in | 
| 


>» 
FOR MY MONEY YOU ca» 
BEAT THE BLUE Tun: 
COOL MINT FLAvor 
AND THAT SENSATION 
LIGHT- FOAM 
CLEANSING | 


LISTEN TO THAT GUY Ve 
RAVE...WAIT TIL YOU J 
TRY THE RED TUBE! 
BOY, ITS SPICE FLAVOR 
AND RICH SUPER-FOAM 
‘n! 


sional effect has been achieved by li ; ‘ 
: , , : , in Peoria, Ill., and Charlotte, N. C., 
placing the central figure on the Sporting subjects painted on the bottles feature the containers for the new pon ioc sampling and coupon pro- 


ane of : ; witkiin the enesiia Sportsman line of toiletries being introduced by John Hudson Moore, Inc. . 
face of the bottle, while its scenic " od motions conducted earlier this year | 


j vs] , ‘ities thie jctri- 

setting is on the back, seen through) Cooperative copy in newspapers is “es waa bg oo to which distri 
x ee i. liquid. also contemplated, as well as a pee Raley different color tubes | 
CHROMART | National distribution has already | drive in business papers. 1g ce 


Listerine tooth paste is offered in 


2 TYPES OF TOOTH PAS’: 


TSA MOOT POINT! © 


PRINT FROM KODACHROME been obtained for the products and) —_——_—_ both spice and mint flavor. The i dnnieientnae soni 
THE colorprint that fulfills a consumer advertising campaign | “Iam Session” Moves spice-flavored paste, in a red tube, 
every exacting arl-copy requirement. /in various sportsmen’s magazines J is described as having a “super- —LISTERINE TOOTH PASTE. 


: ’ ; Jam Session, New York, has . 
PHOTOCHROME, 837 N. Fairfax, Hollywood is planned for late fall, though no| moved its offices from 610 Fifth foam,” and the mint-flavored, ina E/THER the RED or BLUE tube— only 25+ 


Overnight by Plane | | . : 4 : 
__ A | schedule has been drawn up as yet.! avenue to 342 Madison avenue. | blue tube, a “light-foam.” While | | qm scocue™ 


|the campaign may recall Iodent 


|Chemical Company’s promotion of 


|its Iodent No. 1 paste for “teeth | See 
* easy to bryten” and Iodent No, 2 ' 
Ww H E N YO U S E E for “teeth hard to bryten,” the dif-| Here's how Listerine is stirring up in- 
* 7 @ | ference between the two Listerine| terest in the two types of tooth paste 
pastes is chiefly one of flavor and | it is promoting under the Listerine nam: 
no claims are made as to cleansing 
ability. |conflict while balloons give the 
. |sons for their choice. 
Consumers in Pairs | Eaeh | inserti oa 
fZaeh_ insertion lists the 
Copy, in 600 and 900-line inser- | ments in favor of each type 
tions, presents pairs of consumers | paste. Under the heading, “He: 
—a married and an unmarried|what the ‘Blues’ say,’ the blue 
woman, two business men, a/|tube’s “active” foam, peppermint 
dowager and a debutante, two men flavor and the “suggestion of 
described as “pals,” or a man and | ‘drag’ on the teeth’ are set fort 
a woman—in hot arguments with |and this is followed by “Now liste: | 
‘each other as to the respective | to the ‘Reds’ ” with its creamy foan ’ 
|merits of their favorite type of|“spicy, bitey tang’ and its “nic 
| paste. Captions, such as “Pals...}easy polishing ‘feel’”’’ described 
/until they talk tooth paste,” and| Insertions will continue on { 
weekly basis through Lambert & é t 
I 


{ 
( 
1 
( 
( 
\ 
( 
( 


thinks he’s a dope,” set the note of 


“He thinks she’s a dumbbell . . she 
Feasley. 


OPPORTUNITY || . 


FOR AGENCY MEN: 


. VW 
tl 
; * pi 
YO U ’ L L x E E A | One of the pre-requisites for successful ce 
. . . . W 
| campaigns is the use of dominant media : 
L O WE R C OS T THAN WTAM 9 S | in active markets. These are the very | 
things that more and more time-buyers in 
are finding in one of the Central South- pr 
000073 Ace FAMILY ‘eri ia | , 
° west’s richest areas. K TBS is a domin- as 
| ant medium and Shreveport a truly ac- = 
Compare WTAM on the cost per family basis. Divide the 15 minute daytime rate of | tive market. Here in the heart of one 
h Cleveland Station by th ili ims in i j ° ’ ‘ . 
each Cleveland Station by the number of families each claims in its Primary Area. But | of the nation’s basic production areas— 7 
don’t stop there. Goa step further. C Ww j is. | ° ° , ; , 
on’t stop there © a step further ompare WTAM on the cost per listener basis | rich with oil and gas, defense industries le 


Take any Survey and look at the number of actual listeners each station has, all day, 


and agriculture .. . people are making 
money and spending it. You'll discover 
qualities that make Shreveport one of 
the important markets. 


KTBS WATTS—NBC RED 


Serving the Pivot Area of the Central Southwest 


all night, all week. WTAM not only can reach over a quarter of a million families in its 
Primary Coverage Area but actually does reach more than any station or combination 
of stations in the area. That's why smart buyers buy 82.2% more national spot time on 


WTAM than on the next station. WTAM is their first choice . . morning, noon and night. 


itl 50,000 WATTS | 
'* WT NBC RED NETWORK | 
. c OWNED AND OPERATED BY NBC | 


Represented by 
The Branham Company 


LEVELaN 
D- 
OHIO N | 


REPRESENTED NATIONALLY \C/7 BY SPOT SALES OFFICES 
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AFA Urges Theme 
of Advertising’s 
Aid to Defense 


Yew York, Sept. 24.—Advertis- 
ip 2’s contribution to the national 
dfense effort is the basis of the 
publie relations program proposed 
t. its affiliated advertising clubs by 
t} ce Advertising Federation of Amer- 
ica, according to an announcement 
by James A. Welch, AFA president 
and vice-president, Crowell-Collier 
Publishing Company. 

Keyed to the theme, “National 

ity through better understand- 
ing,” the program will endeavor to 
promote friendher relations between 
industry, advertising and the public. 
Mr. Welch pointed out, in comment- 
ing on the program, that “advertis- 
ing men and women are making 
effective contributions to national 
efense in directing consumer de- 
mand into channels that will least 
interfere with defense projects and 

keeping the public adjusted to 
the inevitable dislocations to regular 
production.” 

The story will be carried to the 
public through educational cam- 
paigns, using all means of com- 
munication, and to individuals and 
focal civic and community organiza- 
tions through speakers’ bureaus, 
clinies, forums and business and 
consumer conferences. Students and 
teachers will be reached by a spe- 
cial campaign and the AFA will 
continue its effort to eliminate sub- 
versive textbooks from the schools. 
Individual clubs will cooperate with 
civic and service groups in their 
defense projects. 

Under an “Industry of the Month” 
program, each club will feature in 
its regular program one of the com- 
munity’s leading industries which 
will be asked to provide speakers 
for the club’s regular meetings and 
also for meetings of civic, service 
and consumer groups arranged by 
the advertising club. Special adver- 
tising, educational exhibits and in- 
spection tours are also suggested as 
part of the program. 

Awards for full cooperation by 
the advertising clubs will be made 
at the 38th annual AFA convention 
in 1942. 


( 


Tobacco Distributors 
Lose Fair Trade Case 


Seven Madison, Wis., wholesalers, 
charged by the National Associa- 
tion of Tobacco Distributors, Inc., 
Wisconsin division, with violating 
that provision of the state fair trade 
practice act which requires a 2 per 
cent markup in sales to retailers, 
were vindicated in a decision re- 
turned Sept. 14 by Superior Judge 
Roy H. Proctor. 

The tobacco association main- 
tained that the wholesalers must 
include the state cigaret tax as part 
of the cost before fixing their own 
prices to retailers and that any 
fraction of a cent must be figured 
as a whole cent. 


WYiehv does a 
Traveling Salesman 
tell Stories? 


He’s MApE some of the choicest 
contributions to Americana—but 
don’t laugh him off as a clown. 
Your Traveling Salesman knows 
what appeals to people, knows 
when a “farmer's daughter” yarn 
is more effective than a whole 
battalion of hard facts. 


No advocates of flippancy or 
crudeness, we are, however, dis- 
ciples of a more human approach. 
And that goes double if you sell 
tractors or tea balls, corsets or 
concrete, lathes or licorice. 

If you want your advertising 
humanized, 


talk it over with 
JOE KESSLINGER and his 


ADVERTISING ASSOCIATES 


2 Central Avenue, Newark, N J 


South's 


+ — 


cee? ee 
Pe 


Some Examples of Nashville’s 
*177,791,022 
worth of diversified manufactured products 
Chemical & Allied Industries 
$5,290,843 
Apparel Industry 
*10,827,69 
Food Products 
715,092.25 
Hosiery Industry 
52,657,76 
Boots and Shoes 
$5,378,161 


Heating & Cooking Apparatus 


53,613,234 
Nashpille Banner, NASHVILLE TENNESSEAN 


EVENING MORNING SUNDAY 
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Propaganda in the Movies 


A Senatorial committee has been 
investigating the use of motion pic- 
tures as propaganda for interven- 
tion by the United States in the 
world war. The _ subject hardly 
seems to be worthy of serious study, 
because while there have been nu- 
merous war pictures, practically all 
of them sympathetic to the allied 
cause, they have been so obvious in 
character that few could possibly 
have been misled. The public could 
take them or leave them alone. 

A much more serious type of 
propaganda, it seems to us, is the 
kind which is effective because it 
is subtle, and because it is implanted 


in pictures which are offered as| 


pure entertainment with no appar- 
ent intent to attack or undermine 


side. For example, one of the 


| 


SALES RESISTANCE MEETS IRRESISTIBLE BODY | 
Ai 


late 
“* eee 


$ 


That's not the 


“No, no, Harvey! 


| 


— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any nations! 
advertiser or advertising agency 
executive writing on his busin¢ 
letterhead. 


Electrical Merchandising 


brand of sales pressure | want!" 


Factories Can Be Beautiful 


| Johnson & Johnson has just com- 
| pleted a new ligature building at its 
plant in New Brunswick, and held 


ithe formal dedication Thursday. 


‘great pictures of the year is “Meet | What interested us in the event was 


| 


| 
| 


Barbara Stanwyck and Edward Ar- 
nold are given powerful and appeal- 
ing roles. During the course of this 
picture, which was beautifully di- 
rected and acted, Arnold, represent- 
ing a commanding business figure, 
holds a meeting of political leaders 
to plan a third party along fascist 
lines. 

“The American public must be 
ruled with an iron hand!” cries Ar- 
nold, amid the approving applause 
of his dinner guests, as his private 
army prepares to enforce his polit- 


ical program. 
The author and director of this 
picture may insist that this was pure 


our social and political institutions. | fiction, not intended to suggest that 


It is when the public, appealed to 
emotionally through a well designed 


broswiggregy leaders actually would 
like to curb the American public, 


picture of this kind, receives incor- /and to exploit it selfishly for their 


rect impressions about the Amer- | own personal benefit. 
ican scene that propaganda becomes | lions 


a real menace. 


But the mil- 
“Meet John 
impressions 


have seen 
received 


who 


|Doe” have 


There have been many books and | which no amount of public relations 
many movies based on social situ- | advertising by big business will be 
ations which their authors believed | sufficient to overcome or obliterate. 


demanded correction. 


“Grapes of | 


The movies, which are them- 


| : , : 
Wrath” was such a book and such | selves a great industry, likewise are 


a movie. It might be called propa- 
ganda, but here again the public 
had been warned, by heated discus- 
sion regarding the accuracy of the 
portrayal, that the subject was con- 
troversial and should be approached 
warily. 

What we object to, and what is 
truly dangerous propaganda, is 


a social force of tremendous power. 
It is possible that radical writers, 
‘who have also penetrated many im- 
| portant publication offices in recent 
| years, may be doing Hollywood and 
‘the rest of American business a 
great disservice through some of 
'their uncontrolled propaganda. This 


is the type of destructive material 


often implanted in movies which which really deserves serious inves- 
approach the public on its blind tigation and study. 


Pay Income Taxes Monthly 


Everybody knows that 


taxes for 1941 will be tremendously | come 
be | monthly instalments. 
how | 


Most 
when 


will 
realize 


people 
they 


increased. 
shocked 


income , for the first time, by permitting in- 


taxes to be paid in twelve 


This situation has a definite sig- 


much of their 1942 incomes will | nificance to advertisers and mar- 
have to be used for payment of | keters, for it is obvious that when 
the 1941 income tax, because no | John Q. Public digs down in his 


matter how often they have been 
urged to set aside reserves for tax 
payments out of the income on 
which the tax must be paid, the 
vast majority are temperamentally 
disinclined to do so. 

Canada is experimenting with a 
new plan for paying income taxes 
on a monthly basis. It has been 
possible heretofore to pay in eight 
instalments, but the monthly plan 
has been adopted as a means of 
lightening the load. We suggest 
that the Treasury Depattment could 
ease the great difficulties which the 


citizens of the United States will! 


encounter next year, many of them 


|jeans for the huge amounts which 
Uncle Sam will demand each quar- 
ter next year, there will be very lit- 
| tle left for the purchase of many of 
the things which he and his family 
have been accustomed to purchase 
and enjoy. This may be all to the 
good from the standpoint of curb- 
ing inflation, but not at all pleasant 
| for the individual and the manufac- 


turers and retailers who supply his | 


needs. 

Spreading the payments would be 
a simple and effective means of en- 
|abling the average American citizen 
to carry the tremendous load of 
taxation with less difficulty. 


_Johm Doe,” in which Gary Cooper, | the very impressive brochure which 


| the company sent out, asserting that 
\“factories can be beautiful,” and 
‘explaining the broad and funda- 
mental bases on which Johnson & 
Johnson operates. Included in the 
|brochure are four actual photo- 
graphs, pasted on the pages, which 
give an extremely impressive 
and look to the book, without ac- 
tually being as expensive, probably, 
las normal color printing might be 
in a similar case. And half of the 
|book is given over to Architect 
R. G. Cory for an exposition of the 
|structural design and an “apprecia- 
|tion” of the building. 

| The structure is unusual in the 
jextreme. It is 190 feet long, 102 
‘feet wide, and 24 feet high, single 
|story, faced with practically unorna- 
mented Vermont marble, broken by 
a narrow strip of plate glass which 
stretches around three sides of the 
building to the magnificently con- 
ceived reception room window, a 
massive corner which has a theater 
stage curtain, electrically operated. 
The need for producing completely 
sterile ligatures posed some inter- 
esting problems. Listen to this: 

“A second building is ‘housed’ 
within the area devoted to ligatures. 
Here the highly important steriliza- 
tion and hermetical sealing of the 
processed ligatures takes place. This 
is done within a glass tube which 
will be opened only in the sterilized 
area of a hospital operating room. 

“This building within a building 
|has walls of Vitrolite plate glass in 
large sheets with true edges and 
corners limiting the crack between 
them to one-sixty-fourth of an inch. 
The infinitesimal cracks are filled 
with a plastic and finished flush. . . 

“The technician's entrance into 
the tube sealing room is of unusual 
interest. She, after leaving the gen- 
eral locker, where she changes her 
|street clothes and puts on a white 


|smock, enters an air-lock which 
leads into a room provided with 
showers; here she changes again, 


this time into a coverall. She puts 
a turban on her head, gloves on 
her hands and canvas booties over 
her shoes. She then goes into the 
tube sealing room where no air is 
admitted except that which is fully 


trically filtered. 

“Lighting in the tube sealing 
room is by means of recessed flores- 
cent flush fixtures with sealed glass 
lenses and non-removable covers. 
Replacing of lamps is done from 
above the ceiling.” .. . 

There certainly is plenty of ro- 
|mance and human interest there for 
‘the advertising copywriter 


They Never Learn 


Among all the other citizens of 
the world who never learn, a place 


feel 


controlled, air conditioned and elec- | 


Ad-libbing 


jon the right side of the throne cer- 
|tainly belongs to the “advertisers” 
| who send out bales of publicity ma- 
| terial accompanied by the sugges- 
tion that the advertising department 
poved get an order if the publicity 


|proves that the publication’s readers | 


‘are really interested in the product. 


They never learn that it won't 
work; but your’ correspondent 
wishes they'd at least call their 


shots better, and confine their in- | 


sulting releases to publications 
which might have some small ex- 
cuse for running them. 

The latest effusion of this nature 
to cause our personal thermometer 
to burst its bounds comes from a 
Connecticut company and makes 
absolutely no bones about what it 
wants. 

“A new product that is of special 
interest to your readers is generally 
hunted for by most editors,” it 
starts off. 
lfuct and 
complete story of 
attached page. 

“Before we will be able to ascer- 


- on the 


‘tain if we will be able to feature 
in your publication, we 
must first find out if a demand 


exists among your readers for our 
;new product. The best way to find 
this out is to publish a short article 
on - in one of your future 
editions and then let us see what 
response results from the article 
that you publish. . 

“May we have your reaction to 
this letter by return mail.” 

What makes us so mad about this 
sort of letter is that it is so unneces- 
sary and so useless. The particular 
product discussed seems to be an 
interesting and worthwhile one, and 
one which a good many publications 
would probably be glad to publish 
ja notice about: but the gratuitous 
paragraph about tinding out 
whether a demand exists among the 
publication’s readers merely serves 
to suggest that there's something 
not quite right about things, and to 
‘make the editor mad. 

For the love of Mike, if you want 
something published, right 
out, without tying provocative rib- 
j}bons around your spiel. Then, if 
}it’s worth publishing, it may get in 
|}without turning the editor 
| potential enemy 


Say sO 


into a 


| Jottings 

A & P’s president, John A. Hart- 
| ford, is in the public relations busi- 
|ness personally and with both feet 
A grocer in New Bedford wrote a 


| letter to Progressive Grocer calling 
he 
which 


j; attention to a price tag which 
had seen in an A & P market. 
| read, “2 lbs., 2 ozs 


—is such a prod- | 
we are bringing you the) 


No. 1876. 


Market 
Book. 
| 


Information 
In addition to general data on t!, 
| Station and its market, this booklet, 
| issued by Radio Station KSTP, goes 
|into detail about daytime and nigh: - 
/time coverage and its retail marke! 
The number of retail outlets and 
dollar sales are given for the in- 
'tense and frequent mail response 
areas in the food, apparel, home 
furnishings and several other line 


No. 1877. Facts. 


The Chicago Herald-Americay 
has issued a new number. in its 
“Chicago in your vest. pocket” 
series. Charts and pictures enliven 
‘the story of Chicago’s progress, and 
| concisely-handled type matter re- 
ports new facts on defense activity, 
|civic facilities and improvements, 
/and people and their interests and 
buying power. 


No 1878. 100,899. 

| Charlotte, N. C., with a popula- 
|tion increase of 22 per cent, 
| 1930-1940, has joined the 100,000 
|group of cities. With the city’s 
growth as a basis, the Charlotte 
News has compiled this handsomely 
illustrated material, which shows 
the city’s population and economic 
growth, its industrial and cultural 
activities, home ownership § and 
other details. 


No. 1879. How to Sell Tobacco in 
the Philadelphia Market. 
“The Philadelphia Bulletin has 


issued this report of a Ross Federal 
| Research survey made among retail 
tobacco customers and quantity 
buyers of tobacco products in Phil- 
_adelphia, and among defense work- 
ers. The answers indicate news- 
| paper readership, attention to cigar 
and cigaret advertising, and among 
the quantity buyers, newspapers 
recommended for tobacco product 
advertising. 


No. 1773. The Passing of the One 
Night Stand. 

The principle of turnover ratio in 
radio is the subject of this brochure, 
in which Columbia Broadcasting 
System defines this new approach 
to audience measurement and dis- 
cusses some of the findings on radio 
turnover, summarized from several 
different investigators. Charts and 
text show the one-time audience 
versus turnover audience for se\- 
eral programs 


No. 1790. Seeing Is Believing. 

In this new sample book, Kim- 
berly-Clark Corporation lets Tru- 
fect, Kimfect, and Multifect Level- 
coat papers do their own selling job, 
which they do effectively by show- 
ing how they send off an advertise- 
ment’s appeal. The three papers 
form the pages of the plastic-bound 
brochure and carry illustrations of 
many types of subjects in various 
reproduction processes 


No. 1839. America’s New Arm) is 
a Market. 
The market represented by tHe 


country’s growing Army is indicated 
in this report issued by The Guide 
Magazines. Personal interviews at 
the post exchanges of Fort Sheridan 
and Camp Grant provide the figures 
on sales rank of numerous products 


at 3le a lb., total | and on magazine reading habits 


price 67c.” and asserting that the 

proper price should have been 66/No. 1863. If You Wish for Plus 
jcents. He drew a personal reply Sales. 

from Mr. Hartford, pointing out The Clarion-Ledger and News, 


that the price of 67 cents was actu- 
ally right, because the cut of meat 


it described weighed 2 lIbs.. 


2% ozs 


Now A & P meat departments are 
put fractional 


being instructed to 
ounces on their signs 


Jackson, Miss., tell why you should 
pick Jackson, giving reasons bear- 
. ing on increased industrial activity 
and population, construction of 4 
new air base, and reopening of 4" 
army post. 
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Stock Exchange 
Members Urged 
to Use More Ads 


New York, Sept. 24.—Members of 


the New York Stock Exchange and | York, has named William G. Seid-| ,:_ ees a eae 
the|enbaum Advertising Agency, New | list of newspapers and _ financial 


affiliated bodies throughout 
country are slated for roles as in- 
creasingly important advertisers, it 
was indicated here this week, when 
details were made public of a pro- 
posal calling for expansion of the 
Association of Stock Exchange 
Firms and inauguration of a com- 
prehensive merchandising program. 
The plan, already approved by the | 
board of governors, will be submit- 
ted to a membership vote Oct. 7. 
Urging a “wider use of advertis- 
ing and other informational media,” 
Emil Schram, president of the New 
York Exchange, strongly recom- 
mended acceptance of the program. 
The expansion calls for increase 
of the association’s income from 
$20,000 to $100,000 a year and ap- 
pointment of a paid president and 
secretary. Cooperation of members 
in “maintenance of advertising 
standards and in encouraging the 


legitimate and productive use of | 


advertising,” and assistance in de- 


velopment of “merchandising tech- | 


niques” are among other objectives 
emphasized. 


Adoption of the public relations | 


plan would mark another step in| 
the transformation of the New York 
and other exchanges from a highly 
conservative industry which once 
shuddered at the thought of art in 
members’ copy, to an aggressive 


business approaching its merchan- | 


dising problems from the same point 
of view as other fields. 

Outstanding example of a modern 
merchandising slant applied to stock | 
brokers’ sales problems is the cam- 


paign sponsored by Merrill Lynch, | 


Pierce, Fenner & Beane. Details of 


this activity were published in| 


ADVERTISING AGE Nov. 4, 1940, and 
March 31, 1941. 


Publishers Talk Priorities 
The priorities situation was dis- 
cussed at the meeting of the Na- 
tional Publishers Association at Sky 
Top Lodge, Pa., Sept. 16-17, with) 
Norbert A. McKenna, chief of the 
pulp and paper division of the 
OPM, as featured speaker. All| 
officers were reelected. 


Lamb to “Weekly” 

Fred Lamb, formerly in the Chi- | 
cago office of the New York Times, | 
has joined The American Weekly | 
and will be located in the Cleveland 
office after Oct. 1. 


Rep Adds Two 


Effective Oct. 1, the Daily Gazette, | 
Sterling, Ill., and the Post-Tribune, | 
LaSalle, Ill., will be represented 
nationally by West-Holliday Com-| 
pany. Both papers are part of the 
Grandon group. 


Nolan Named Stylist 

Mabel Nolan has been appointed P E h oa 
stylist and director of merchandis- | 
,ing and advertising at Nolde &| uts mp asis 
| Horst Sales Company, New York, 


|hosiery. For the past eight seed oe Pioneering 


New York, Sept. 24.— Calling 


|Miss Nolan has done free-lance | 
| styling for the hosiery i y, : : : 
| S*3 ee - lery industry attention to its pioneering efforts 


— Co Appoints | over a long period of years, B. F. | 


Goodrich Company has launched an 
General Finance Company, New | . ¥ 


institutional campaign in a selected 


York, to direct advertising and | Publications. The campaign ties in 
sales promotion. with national promotion of the 
theme, “Switch to B. F. Goodrich, 
| first in rubber.” 


Haire Adds Cable 

wir Galea a0 eee copy is in cartoon style with illus- 
Accessories Directory, Boston, has| ‘’@tions depicting a “first” in the 
joined the advertising staff of Lug- | Sports world along with a product 
gage & Leather Goods, New York.! or chemical development in which 


Captioned “Who did it first?” | 


| Goodrich has taken the lead. One 
typical insertion uses sketches of a 
baseball catcher with the caption, 
“First baseball glove was used by 
}a Cincinnati catcher named Alli- 
son in 1869. He took ordinary 
street gloves and cut the fingers 
off,” and a girl in a raincoat with 
| the caption, “B. F. Goodrich was 
‘first with Koroseal, a material used 
to coat shower curtains, raincoats, 
| tanks, etc.” 

Other “firsts” to be played up in 
|the campaign include Goodrich’s 
| development and sale of synthetic 
|tires under the brand name of 


| Ameripol, of pneumatic tires and 
|its use of carbon black in tire 
| treads. 

| Insertions of 102 lines will ap- 
| pear monthly in Barron's, Boston 


News Bureau, Chicago Journal of 
Commerce, Christian Science Moni- 
tor, Financial World, Forbes, Maga- 
zine of Wall Street, New York 
Journal of Commerce, New York 
Sun, United States News and Wall 
Street Journal. Batten, Barton, 
Durstine & Osborn is in charge of 
the campaign. 


Luggage Rules Issued 

Trade practice rules for the lug- 
gage and related products industry 
have been issued by the Federal 
Trade Commission. The rules, like 
others issued by FTC in accordance 
with its trade practice conference 
procedure, are designed to promote 
and maintain free competitive con- 
ditions in the industry by outlawing 
misleading and deceptive advertis- 
ing and selling practices. 


AMONG THE FASCINATING Vital statistics with which 
our researchers bombard us, including sunset, 
moonrise and high water at Sandy Hook, are 
WOR success stories. A survey made recently, 
we have been informed, proved to a gasoline 
manufacturer, who was also a WOR sponsor, 
that 54° of his dealers questioned reported 
greater sales during the year of the WOR broad- 
casts — 40% reported increases of 100%! Alse in- 
cluded in the vital statistics is a frayed and time- 
weary note from a Washington paleface who 
occasionally does research for us in the nation’s 
capital. We should have used it long ago, but 
never quite got around to doing so. It tells the 
tale of a school (highly reputable) that offered 
a course for $225 over WOR. The school made 
1,882 sales. Or, as our researcher interprets it: 
Earned $46.28 on every dollar paid to WOR. We 
think that these two stories of carnest selling 
people chomping their way into the greatest 


group of markets in this country, with WOR 
assisting, shows progress in some direction or 
other. We think it’s fine that they and WOR can 
do it. What embarrasses us is that we haven't 
room to tell you about sixty others. You can 
always make us run over and show them to you, 
though. 
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Caldwell Joins WMBD 


John Caldwell, formerly adver- 
tising manager of Poultry Supply 
Dealer, has joined the sales staff of 
WMBD, Peoria. 


Weekly Wichita Air 
Payrolls Increased 
To $450,000 


Wichita, Kansas’, aircraft payroll 
has rocketed to nearly $450,000 a 
week—nearly $2,000,000 a month— 
with announcements of wage in- 
creases at most plants. 

And further increases are coming! 

This is just one of the many 
reasons why the Wichita, Kansas, 
market is a MUST on every national 
advertiser’s fall schedule. And, 


there is no better way to influence 
this tremendous buying power than 
to present your sales message over 
“The Pioneer Voice of Kansas.’’ 


The Pioneer seas of Maasins 


KFBI - WICHITA 


5000 WATTS DAY @ 1000 WATTS NITE 
eon 1 MUN Cnn a 


amounts is 


Yuban Coffee 
Drive Keyed 
to Economy 


New York, Sept. 24. 
of Yuban coffee took on 
competitive angle the other day 
when Paton Corporation launched 
a newspaper campaign highlighting 
the “heap of saving” that users en- 
joy. The campaign will continue 
through the fall in seven news- 
papers in the New York metropoli- 


Promotion 
a sharply 


tan area, 

Graphically illustrating the 
theme, “Buy Yuban for better 
coffee and a heap of saving,” is a 


drawing of a tablespoon piled high 
with coffee grounds through which 
runs a line marking a _ rounded 
tablespoonful. Copy points out that 
only this amount of Yuban_ is 
needed to make a “good cup of 
coffee” and asks readers to “con- 
trast this with the heaping table- 
spoonful you generally use with 
ordinary coffee, and even then don't 


| match Yuban’s delicious flavor.” 


“The difference in these two 
the ‘Heap of Saving’ 
Yuban gives you...a saving your 
purse as well as your taste 


| enjoy.” 


Copy concludes with the offer of 


will | 


SAVINGS STRESSED 


BuOGANn 


Br if BETTER COFFEE > AND. 


To make « delightfully rich, supremely 
ip of 


yeu 
coffee, and 
YUBAN'S deticiousflavor. The difference 
amounts is the “Heap Ot 

Sevieg” YUBAN give you ving 
your puree a as well as your taste will enjoy 


COFFEE BACK. Make your coflee with 
YUBAN until you hav * sae 3 the. Yor 
pe 2 ag ann merely seve the 2 t 
writ us a letter and we ll wv pay 
free of any other brand. The Paton Cor 
poratioe, 650 Filth Ave, New York City 


in these two 


reular 
eons 


Yuban coffee promotion takes on a com- 

petitive tinge as the company breaks a 

newspaper campaign in the New York 
area. 


two pounds of any other brand of 
coffee free to those who try two 
pounds of Yuban and don’t “like it 
best.””. This offer was featured in 
Yuban advertising previous to the 
current campaign. 


Insertions of 132 lines will be 
placed weekly. Charles W. Hoyt 
Company is the agency. 


PRINTING... 
By Men Who Know How 


A major selling point for work produced by Printing 
Products Corporation that cannot be over-emphasized is 


the careful supervision each order receives. 


Be it a cat- 


alog, publication, broadside, booklet, folder or other pro- 
motional piece, from the very first step to the last, each is 


handled by men with years of experience in the highest 
quality standards « This experience of “knowing how” is 
one of the reasons why work done by this organization 
stands for the best that can be produced ¢ When you buy 
printing we are prepared to relieve you of much respon- 


sibility. Our services when needed, aside from the actual 


production of printing, include planning, copy writing, art, 
photography, typesetting, engraving and electrotyping 
Through our spirit of co-operation you will find us of value. 
But, of course, our real ability to weld with the efforts of 


your organization can never be known by you until test 
tells the story. Printing Products Corporation is at your 


service, and estimates on work now planned or for future 
consideration will be gladly given without obligation 


PRINTING PRODUCTS CORPORATION 


Chicago - - Illinois 


Dame Fashion 
Cracks Down 
on Hair-Do Copy 


Tresses Allowed to Peek 
from Under Hat in Best 
Co. Advertisement 


New York, Sept. 24.— Dame 
Fashion took up the cudgels in be- 
half of one of her latest whimsies 
and emerged from the battle with 
some concessions last week when 
Best & Co., in advertising copy for 
its “gamine”’ and “carved” hair cut, 
dared to question one of her dic- 
tates. 

With milliners giving heavy em- 
phasis to hats with “back interest,” 
the specialty store threw down the 
glove on Tuesday in a 600-line in- 
sertion headed, “‘Cover up my 
hair? I should say not!’” Copy 
continued, “We've asked some of 
the smartest women in town about 
this cover-up hat idea—and they're 
practically unanimous in saying NO 
to it! They know a flattering coif- 
fure is half the battle for beauty. 
And most women have discovered 
that if they hide their hair under a 
‘shrouded’ hat, they’re apt to look 
either scalped or scare-crowish.” 

Following a line about the beau- 
tifying effect of the two hair cuts, 
Best's dealt the final blow, “Don’t 
sacrifice your looks to an extreme 
whim of fashion . don’t, for 
beauty’s sake, cover up your hair!” 


Milliners Aroused 


Milliners all over the 
currently engaged in an anti-hat- 
lessness crusade, saw in the copy 
an argument for the fashion against 
which they are pitting their skill 
and immediately registered their 
indignation. 

In an endeavor to appease the in- 
dustry, Best’s changed its copy in 
the following day’s newspapers to 
show one of the two_ illustrated 
heads wearing a hat but the pro- 


country, 


DAME FASHION WINS 


COVER UP MY HAIR? |) 
| SHOULD SAY NOT! 


, “COVER UP ALL MY H 


1 SHOULD SAY NOT 


mem 


Best & €o. 


Best&fo. 


What might be described as the m 

liner's influence in retail copy is inc 

cated by these before and after ads f 
Best & Co. 


tests continued with the result th 
the coiffure ad appeared the n¢ 
day with the caption, “ ‘Cover up « 
my hair? I should say not!” To) 
ping the caption were sketches 
two heads, one wearing a small, o! 
the-face hat with the sub-title, 
love a hat like this! 10.00,” and t 
other a cover-up hat, the latt 
crossed out with a large X. T! 
body of the copy was the same. 
While Best’s stuck to its guns 
refusing to say “yes” to ti! 
shrouded hat style, its copy det 
initely did away with the impre 


sion that it favored hatlessness, and 
from the 


Fashion retired 
action, satisfied that h: 
had not been = entire 


Dame 
scene of 
wishes 
flouted. 


Publishes Small 


Homes Defense Issue 
National Home Builders 


572 Madison avenue, New Yo! 


will issue a defense housing guid: 
circula- 


edition of small homes for 


Bureau, 


tion in primary defense areas. The 


publisher is also launching 
homes furnishing 
service for 
ture stores in these areas. 

Byron G. Moon 
York, has been named merchandi 
ing and advertising counsel. 


Company, New 


a sSMmaii 
merchandising 
department and furni- 


12-12:15 p.m. Monday thru Saturday 
6-6:15 p.m. Monday thru Saturday 


WIRE or PHONE WAKR 


INTERNATIONAL 
RADIO SALES 


New York—20 East 57th Street 
Chicago —- 326 W. Madison Ave. 
Son Francisco 


Plaza 8-2600 
Central 4547 
Hearst Building — Douglas 2536 


WAKR goes 5000 watts (is) OCT. 1 


Akron’s Only 
NBC Outlet 
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OATS FOR GAS 


— 


NETHERLAND 
Helps Conserve Gasoline 


BY “GAS-LESS” DELIVERY! 


ETHERLAND, Syracuse's Largest Dairy 7 


delivery of nourishing Netherland Milk is made 
by horse and 

The friendly sight of the Netherland horse 
and white wagon is familiar to most Syracusens. 


The 
LESS” delivery makes it possible for you and your 
family to enjoy more miles of motoring. 
when you buy from Netherland 
you are helping to save gas 


THE NETHERLAND DAIRY 


Syracuse, N. Y. dairy turns its gas tanks 
into oat bins and revives the use of 
horses for milk delivery to help end the 
East's gasoline shortage. Flack Adver- 
tising Agency handles the account. 


Complete Details — 
for Tide Water's 
Grid Broadcasts 


San Francisco, Sept. 23.—For the 
sixteenth consecutive year the 
broadcasting of intercollegiate foot- 
ball games on the Pacific Coast will 
be under the sponsorship of the 
Tide Water Associated Oil Com- 
pany. Final details were completed 
today by Harold R. Deal, manager 
of advertising and sales promotion 
for the company, who revealed that 

total of 91 games will be broad- 
cast, involving the use of radio 


stations throughout the states of 
California, Oregon, Washington, 
Nevada, Arizona, Idaho and Hawai- 


an Islands. 

Facilities of the Mutual Broad- 
casting System and the National 
Broadcasting Company's Blue net- 

rk will be used, supplemented by 
dependent stations in areas not 
egularly served by network sta- | 
tions Friday night games in the 
San Francisco area will be released 
ver KQW, those in Portland over | 
KWJJ, in Spokane over KFIO, and 

n Los Angeles over KMPC. A spe- 
cial network for broadcasting of 


Sunday games in the California 
rea will link together KQW in 
Northern California and KMPC in 


s Angeles. The pick of the most 
nportant games will be sent to the 
Hawaiian Islands. The broadcasts, 
ne of the most comprehensive from 
‘he standpoint of coverage ever at- 


\TIES? 
FR Oe AGES? 


DEP’T. STORES 
ARE DOING 
BIGGER 
BUSINESS 
EVERY WEEK! 


New products, substitute 
products . . . American inge- 
Nuity is giving retailers better 
business, The HAIRE national 
merchandising publications 
are showing merchants how to 
keep volume up! Ask for your 
Copies of these ‘How-to-sell- 
more’ papers! 

‘aod & UNDERWEAR 

REVIEW 


| 
) 


press, 8 & CHILDREN'S 
REVIEW 


HOUSE FURNISHING REVIEW 
LINENS & Domesrics 
UGGAGE i LEATHER 
Goons 
& WOVELTY REVIEW 
ROCKERY & GLASS 
JOURNAL 


Poswes ACCESSORIES 
"0 Broadway New York, Ni Y 


tempted in the West, will include 
all games to be played by teams of 
the Pacific Coast Conference as well 
as those of leading independent and 
service teams. 

Important selling commercials 
will be used at the end of each 
quarter, before the start of the sec- 
ond half and at the end of the game. 
Much shorter announcements than 
in past seasons will be provided for 
the sportscaster to give during lulls 
in action. 

A complete program of advertis- 
ing and merchandising support will 
tie in the customer to point-of-sale. 
Free 32-page football schedules are 
being distributed by Associated 
dealers; weekly window posters will 
appear each week giving complete 
information on games to be broad- 


cast. Football action pictures of 
teams to be seen on that particular 
week-end will also be displayed. 


Joins Studio-School 

Ray Marty, commercial illustra- 
tor, has joined the staff of the 
Studio-School of Art, Cincinnati, 
as an instructor. 


Eisemann Shifts Two 
Burnham B. Woodford has been 
appointed general sales manager of 
Eisemann Magneto Corporation, 
New York. He was formerly gen- 
eral sales manager of the service 
division. Stanley Livingston, for- 
merly general sales manager of the 


manufacturing division, has been 
named manufacturing manager, 
succeeding George A. Richroath, 


resigned. 


Decker Joins Soft-Lite 
Frederic C. Decker has joined the 
Soft-Lite Lens Company, New 
York, in an advertising and sales 
promotional capacity. He was for- 
merly on the sales promotion staff 
of International Silver Company, 
New York. 
Assigned Call Letters 
FM station WPTZ, Philadelphia, 


owned by the Philco Corporation, | 
has been assigned its call letters by | 


the Federal Communications Com- 
mission. It formerly operated ex- 
perimentally as W3XE. 


Names A. B. Sanger 

Locomotive Combustion Controls 
Corporation, Providence, has ap- 
pointed Alan B. Sanger, New York, 
to direct industrial advertising. 


General Foods Ups Kline 


William S. Kline has been ap- 
pointed Los Angeles district sales 
manager of General Foods Sales 
Company, succeeding the late Da- 
mon E. Walke. Mr. Kline, who 
was formerly associate merchandis- 
ing manager of General Foods 
baking powder products, has also 
held sales supervisory positions in 
Tampa, Harrisburg, Detroit and 
Battle Creek. 


PHOTOS 2:05 


lots of | 100. Se “ moe or negative. 
i at $3.25. 25 at $2.00. Photo postcards 
1'4<@1, 000. 


Enlargements Now at Strikingly Low Prices 

30°x40"—$1. ae ea. 40’x60°—$3.50 ea. 
nnted or Unmounted 

COMMERCIAL puore, 416 West 45, New York City 


Serving accounts in 37 states 
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Or a national magazine schedule without The New York Times Magazine? 
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The New York Times Magazine packs the stands every Sunday with more than 


800.000 above-average-income families from coast to coast. 


It covers the profit bases—New York, the biggest and busiest market in the 
world, where superlative selling opportunities demand more 


intensive coverage. and other big league markets all over the country. 


It has a high batting average for sales—because it’s powered 


It’s a sure hit with the ladies —because it’s full of women’s appeal—human interest—pictures 


—more “homemaking” news in a month than in leading women’s service monthlies. 


No Yankees? Baseball's loss. ... No DiMaggio? The Yankees’ loss. 


No New York Times Magazine on your list? Your loss! Better call us today. 


by America’s leading Sunday advertising medium. 


The New Work Simes Magazine 
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s any, Schindler Stamping and Toy | mailed to procurement planning of light stamping, plating, 1g and 
ALL OUT FOR DEFENSE 7 Toledo Firms dan Associated Designers, A.| fices, production officials in charge | polishing, painting and finishing q 


'Netter and Sons, DiSalle Plating of prime or subcontracted defense sheet metal working and meta)! 


HOW T0 SAVE OL Produce Defense |Company and Toledo Metal Spin-| work in large plants, and to cham- | spinning facilities. 


with your range burner Equipment Catalog products ranging from heavy steel located cities. 


Toledo, O., Sept. 23.—That small| fireproof safes to children’s small 


. : ’ : ot ] i is identified | 
i any—mz a variety srs of commerce in strategicall Every machine is i Dy ( 
ning Company—make a variety of|bers of c¢ g y | make, size, capacity, ete., providin, 


The booklet itself tells a straight-|# complete index of the productiv 


;, : : acity available. The response 

cao puarabaie 5 ba business need not necessarily sit! light toys, but all provide metal-| forward story, so complete in fac- says WE perm ce ng se, P| 
efficiency of your presen Be — back and wait for the helping hand | working facilities of one kind or | tual detail that it might easily be pe of Sessiialaaain aaa on A 
of government to pass it its slice another. |possible to determine the group’s S 


Gleow ood Conpersang © nb the 
National Defeose Program, 
brings you these thet ups for 


of defense cake is well illustrated 


=e . | ahili tr: rithout | Supervision the booklet was pro- 
So the seven of them, all inde | ability to handle a con po dey a dased, hes been highly enthusiastic *e 


coving food ond Gest cod tap by movement just initiated by | pendently owned and operated and | further consultation. illec : a oe a 
Gaimieebal let mectie Mfg. Company and) not normally connected in any way, | pictures and tabulations, it lists the seared poll too early \& fac 
By ny six other Toledo businesses. “have joined together in a loosely- | number of buildings, their floor 194: 
vimana weds Swartzbaugh itself has a long| knit cooperative group to handle| space, total employes (450 for the ae ines 
a and honorable history in the fabri-| direct or subcontracted defense | group), their engineering and de- Ad Club Names Skillmen met 
— ‘cation of domestic electric cooking | business which no one of them per-| signing facilities, and a complete Edwin F. Skillman, formerly an in 3 
* ero ‘appliances and of portable food| haps could handle alone.” Their | and comprehensive inventory of executive with the Adverti ing cou 
aaa carts for civilian, institutional and| story is completely and concisely | machine tools, deep drawing equip-| Club of New York, has been new 
0 Tyga ge = industrial use. The other six com-| told in an attractive brochure of 16 | ment, welding facilities, press | appointed executive secretary of Mot 
Gl a - panies—Meilink Steel Safe Com-| pages, 1,000 of which have been) brakes, heavy stamping equipment,! the Advertising Club of Baltim: re size 
enwood ... ' 


ee * as ianee” 
“ome Ranges itis 
_Wake Cooking Casy..—§—" |- 


Although oversold, this range company 

is maintaining newspaper contact with 

its customers by playing up a defense 
theme. 


Range ‘Maker, 
Oversold, Ties in 
with Defense 


Taunton, Mass., Sept. 24. — In 
spite of the fact that the Glenwood 
Range Company is oversold for 
several months ahead, it has 
launched a_ regional newspaper 
campaign to keep its name before 
the public and to tie in with the 
aims of the defense program. Copy 
will feature ways for saving fuel, 
preventing meat shrinkage, plan- 
ning economical meals. The theme 
of the campaign is “Defense Sav- | 
ings in Your Kitchen,” and is sup- | 
ported with such headlines as “This 
is no time to be a_ delicatessen 
buyer,” “Seven ways to prevent 
meat shrinkage,’ “Turn down the 
gas when the pot begins to boil,” 
“How to save oil with your range 
burner” and “A little water is 
plenty when cooking vegetables.” 

The campaign will run through 
September and October in 30 New 
England newspapers, using copy of 
various sizes. Most ads will run 
about 345 lines although larger 
space will be used in Boston news- 
papers. 

Alley & Richards Company, Bos- 
ton, is the agency. 


Two Join Waters 


Edward F. Howard has joined 
Norman D. Waters & Associates, 
New York, as space buyer, succeed- 
ing Oscar Warner, who has become 
an account executive. Tina San- | 
ford, formerly in the school depart- 
ment of Mademoiselle, New York, | 
has joined the agency as an assist- | 
ant in the fashion department. 


" Ld 4 

Digest” in Portuguese 

A special Portuguese - language 
edition of Reader’s Digest will be! 
published beginning early in 1942) 
for distribution in Brazil. A Span- 
ish edition, started less than a year | 
ago, already has the largest circu- 
lation ever achieved by any maga- 
zine printed in Spanish. 


35,021,292 
IN KEY MARKETS! 


That's the average circula- | 
tion per week on 3578 cabs 
in 43 key city markets—at 
a cost of 10.4c per 1000! | 
For details, write Wm. E. 
Whaley Co., Washington | 
Bidg., Louisville, Ky. 


AA dF 
THE AMERICAN LANOM 
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Early Buick 
Copy Explains 
Plant Problems 


week of full-page 


country. The 
new keynote, 


| “*to build, within the limits set, the 
| very best that seasoned experience 
land fresh imagination could pro- 
duce.” 

| Assuring consumers that “defense 
cars” carry no imitation of “any- 
‘thing undergrade, compromised or 
inefficient so far as Buick goes,” 
/copy asserts that the 1942 models 
have been produced “not by grudg- 


New York, Sept. 24.—A forthright | ing the loss of zinc, aluminum and 
statement explaining the problems nickel, but in aspiring and aggres- 
faced by Buick in turning out its Sive effort to get more than was 
1942 models formed the basis this |thought possible out of cast iron, 
“pre-announce- 
ment” copy inserted in newspapers | 
in 32 major markets throughout the | 
message adopted a 
“Priorities Are the 
Mother of Invention,” and empha-|layout is a shield, which will be 
sized the company’s determination used in all Buick copy this year, Inc., is the agency. 


;metal stampings, plastics and the 
| like.” 


Shield Is Prominent 


Shown prominently in the page 


Our assignment: Building Pratt & 


| Whitney valve-in-head aircraft en- 


gines for defense use.” 

Following the special statement, 
regular product copy will break in 
an extensive list of newspapers and 
magazines. Beginning Oct. 1, 24- 
sheet posters will also appear. One- 
minute transcriptions over stations 
in the 32 key markets will round 
out the consumer advertising pro- 
gram. A unique feature of the 
broadcasts will be the use of the 
Sonovox to simulate a human voice 
that urges, “Better buy Buick.” The 
one-minute transcriptions will be 
heard five times daily over each 
station on the list. Arthur Kudner, 


|tising Agency, has 


WISN Celebrates Boost 
WISN, Milwaukee, has celebrated 
its new 5,000 watt 


viewing its 19-year history. As a 


feature, the station searched for the} 


Russell Niederkorns, whose mar- 
riage was performed over the air 
in 1924. At that time, household 


gifts of all sorts were showered on | 


the couple, but a radio receiving set 
was omitted. At the 
the Niederkorns having been found, 
WISN corrected the oversight. 


Names Harry Kopin 

Harry Kopin, 2575 Richton, De- 
troit, formerly with Export Adver- 
been named 
Michigan representative for export 
trade and credit 
in the United States 


MARKS ARE CHANGING. 


September 12th, P. Ballantine and Sons moved into the 9:30—10:00 
p.M. Friday position on Mutual, bringing the gay, laugh-packed 


“3 Ring Time” to the air. Charles Laughton, Milton Berle, Shirley 


Ross and Bob Crosby’s Orchestra are the backbone of an entertain- 


ment extra selling Ballantine’s Ale and Beer over 76 Mutual stations. 


“3 Ring Time”, direct from Hollywood, is the second Volume Plan 


program which J. Walter Thompson has entrusted to Mutual. General 


Cigar’s Raymond Gram Swing. perennial favorite of fabulous listen- 
| 


ing audiences was the agency's first Mutual program — and success. 


“i q - - America’s ONLY Station-Operated Network — 


transmission | 
station with an hour program re-| 


celebration, | 


papers published | 


| 


MICHIGAN'S A@honal BEER 


Les? room ree cvseens cases of eotele Seamnauin 


Goebel Brewing Company, Detroit, 
breaks into the national advertising field 
for the first time with this two-color 
| page advertisement released in the 
Sept. 27 issue of Collier's. Brooke, Smith, 
French & Dorrance is the agency. 


Goebel Expands 
with National 
Copy Campaign 


Detroit, Sept. 24.—Goebel this 
week joins the select circle of na- 
tionally advertised beers—one of 
| little more than a half-dozen brands 
|bidding for nationwide recognition. 
The magazine campaign for 
*“Michigan’s National Beer” kicks 
off with a two-color page in the 
Sept. 27 issue of Collier’s, released 
through agency, Brooke, 
Smith, French & Dorrance, Inc., of 
Detroit and New York. Officials of 
the Goebel Brewing Company re- 
gard national advertising as an im- 
portant forward step in one of the 
spectacular successes since repeal. 

In little more than three years, 
Goebel has become one of the big 
producers among the 500-odd brew- 
ers of the United States. With a 
single exception, its sales increase 
was the biggest of all U. S. brew- 
eries in 1940, and gains for the past 
19 months have averaged 155,000 
bottles per day. 

“This campaign is not a trial bal- 
loon,” says E. J. Anderson, president 
and general manager of Goebel, 
“nor an in-and-out proposition. Na- 
tional advertising has been carefully 
timed to coincide with expansion of 
our distribution to a point where 
it now includes markets represent- 
jing 80 per cent of the country’s 
population. 

“Our plans call for the consistent 
use of magazine space, month in 
,and month out, to build broader 
jrecognition for the Goebel name, and 
to solidify our position as a truly 
national beer.” 

Goebel’s story for the past three 
years has been the story of an ad- 
vertising, as well as a product, suc- 
cess. Advertising coupled with an 
energetic sales policy, has been con- 
|sistently used in a steadily growing 
list of key newspapers, now cover- 
ing practically every important beer 
market in the country. 


Goebel’s 


.»-more than just 
a radio station -- 


a Baltimore 
institution! 
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Voice of the Advertiser 


This department is a reader’s forum. 


Make-up High Jinx 
To the Editor: The make-up man 
of the Springfield, Mass., Daily News 
inadvertently obtained a high de- 
gree of reader interest for the High- 
land Hotel and the Loew’s Poli 
Theater as shown by the enclosed 
tear sheet. 
HAROLD T. RILEy, 
Advertising Department, The 
Springfield Newspapers, Spring- 
field, Mass. 
> = v 


Believes Journal 
Has Something There 


To the Editor: It surprised me to 
note the flippancy with which you 
treated the “Secondary Advertis- 
ing” project evolved by the Writers | 
Journal. As one engaged in adver- | 
tising for many years, and as a stu- 
dent of the methods and aims of 
advertising, well as its results, 
I believe you should seriously have 
evaluated the Writers Journal plan 
because it is something new and it 
has, you say the publication | 
points out, tremendous possibilities. 

If, for instance, whatever na- | 
tional organization of wall paper 
manufacturers there may be adver- | 
tised in the Writers Journal that 
the up-to-date home of today has its 
walls papered instead of painted, I 
have no doubt that the short story 
writer could be influenced to men- 
tion wall paper in his description 
of a contemporary home. 

Or the authors can be influenced 
to mention that their heroes drink 
tea instead of coffee, or beer, etc., 
ete. And since fiction is read by 
millions of persons daily, I can see 
the Writers Journal a_ substantial 
means of advertising, or, if you 
want to call it, publicity or ex- 
ploitation. 

Since I have always found your 
weekly so astute, I cannot under- 
stand why you dismissed the Writ- 
ers Journal idea so facetiously. | 
believe the magazine definitely has 
something there. 

HARRIET WILBUR, 

Advertising Manager, New 

York Life. 


as 


as 


v v v 
Plugs for Kayak 

To the Editor: Noticing com- 
ments in your column from some of 
your readers regarding the Chester- 
field girl in a boat—this boat 
Kayak not a Kyak and was built 
by our client, the Kayak Boat Com- 
pany, New York. 

They are strongly built of cedar 
with a canvas cover and ride easily 
because they are rather low in the 
water. 


is a 


W. H. 
Account Executive, 
Wadsworth 
New York. 


End of Lethargy 


To the Editor: It occurred to us 
that you might be interested in the 
enclosed cooperative advertisement 
because it answers, to a degree, 


EICHHORN, 
Grant & 
and Casmir, Ine., 


COOPERATIVE 


What are we waiting for? 


3 


- 
ho 


What are we waiting for? 


sult Gannett & co 
* + oar a co 
orarte Se088 & CO 
*8008 & CO 
“arorn STONE & CO 
HORNR OWE & wetes 
sacesow & CueTES 
(emiaw & co 


rant weeete & CO 
scHremre ATHERTON & CO 
souct & co 

Srencee Tease & CO 
ee 

“ © wamewerert & co 
“weitl, whe @ CO 
wrertwey & fewer 


Boston Stock Exchange firms cooperated 
in running this copy in Boston newspapers. 


BUT THAT AIN'T HER 


| HIGHLAND HOTEL 
Colonial Room 


To qve ow quests prompt on 
. 


onal Room. starting Monday 
September | Sth 


. Deliccous Food Selected Wines 


this ot me qreeter charge 
then you pay af any othe 
on where Food o quer 
o pereble Quality and 
Quantity 


are Served 


See You Soon! 
“EVERY MEAL A PLEASANT MEMORY” 4] 
WANTED For rossBeRY! 


5’ 5” tall; 15 Ibs; auburn hair; blue 
eyes; the notorious Bandit Queen 


BELLE STARR 


STARTS THURSDAY AT LOEW'S POLI 


That make-up man is back again, this 
time with a nice juxtaposition job in the 
Daily News, Springfield, Mass. 


much of the criticism leveled at 
Stock Exchange firms because of 
their lethargy. I sincerely hope this 
means the start of a series of sim- 
ilar ads in this territory. 
L. W. Munro, 
Vice-President, Doremus & Co., 
Boston. 


v v 
Likes Editorials 

To the Editor: Congratulations 
on the editorial in the Sept. 8 issue 
of “AD” AcE, entitled “Taking Care 
of Small Business”! We need more 
editorials like this from all sources 
and perhaps then Washington may 
be impressed somewhat about the 
dilemma. 

There also was a good one enti- 
tled “A One Man Crusade,” quoting 
Dale Nichols. The funny part of it 
is he’s absolutely right. 

I am enclosing our check for $1.00 
fer the booklet, “A Technic for Pro- 
ducing Ideas,” by James W. Young. 
Sounds good. 


v 


Won. H. KINSALL, 
Kane Advertising, Blooming- 
ton, Il. 

vw? 


How Air Mail 


Greetings Came About 

To the Editor: On Page 33 
of your Sept. 8 edition under item 
“12 Hour Delivery Speeds Greeting 
Cards” and the bringing out of a 
new greeting card by Gartner and 
Bender Company of Chicago, and 
others—one item that you do not 
know of—how did this combination 
of cooperative effort by three differ- 


ent groups come about. And to 
ADVERTISING AGE must go this 
credit the writer has been in- 


vestigating and experimenting with 
mail matters of all sorts and hit on 
the of airmail greeting cards, 
the question was to find some live 
company to promote them. Of 
course, there are a number of 
different companies in the busi- 
ness but one day in reading 
the ApvVERTISING AcE noted a news 
item that the Gartner - Bender 
Company was starting an advertis- 
ing campaign to promote the 
of greeting cards (issue, I believe 
in February). Being a_ constant 
reader of ADVERTISING AGE, your 
giving them publicity sort of 
sured that they were a live, reliable 
company just went into the 
Gartner-Bender Company with the 
idea, and, as you note, good results. 

So, it might be added, that by the 
publicity of ApverTISING Ace, three 
groups associated together to bring 
out something new in. greeting 
cards: Gartner-Bender Company, 


idea 


sale 


as- 


SO 


Letters are welcome. 


American Air Lines and Post Office 
Department. 

Thought you might be interested 
in this sort of human interest item 


and it is nice to know if things one! 


| writes bring forth some results. 
N. C. Knapp, 
Postmaster, Glen Ellyn, II. 


, Fy 


| All Out for Defense 


To the Editor: You may be inter- 
ested in the advertisement we're 
| running in a list of Westchester and 
| Connecticut papers in connection 
| with National Retail Demonstration 
| Week. It’s attached. 
| Believing that the greatest work 


of the retailers in connection with 


'this activity is the promotion of 
| Defense Stamps and Bond sales, 
| we've worded our ad with this in 
mind. 
| Hope you approve. 
CLARENCE C. JONES, 
Advertising Director, Genung’s, 


| Inc., White Plains, N. Y. 
| [Editor’s Note: Headline of the 
600-line copy sent by Mr. Jones was 


“Under the Slogan, ‘Retailers for 
Defense,’ 2,000,000 Merchants Are 
United to Stamp Out Hitler,” fol- 


lowed by a promotion of the pur- 
chase of defense savings stamps. ] 


Save That Paper 

To the Editor: The current cam- 
paign of the Wastepaper Consuming 
Industries of America offers busi- 
ness firms an opportunity to do a 
double-barrelled job for their coun- 
try. 

There are undoubtedly thousands 
of companies who find, as we do, an 
accumulation of old catalogs, price 
lists, overruns of advertising ma- 
terial no longer current, and other 


printed matter serving no practical | 


purpose. 

Why don’t they sell this material 
to the Wastepaper Industries repre- 
sentatives, and turn over the money 
realized to the U. S. O.? 

In this way they would be doing 
something constructive to relieve 
the paper shortage now facing us 
and at the same time swell the cof- 
fers of the very worthwhile U. S. O. 

HARRY TANKOOS, JR., 

Advertising Manager, M. J. 

Merkin Paint Company, New 

York. 


v v v 

Where Was Mr. Ickes? 

To the Editor: Will history re- 
peat itself? 

Harry “A” CHESLER, 

Features Syndicate, New York. 

[Editor’s Note: Mr. Chesler en- 
closed Gulf Refining Company’s 
color page in Fortune, May, 1935, 
picturing a 1901 motorist asking a 
horse and buggy traveler about gas- 
oline for his stranded auto. “Mister, 


EYES HAVE IT 


Then mix with 
White Rock 


GD Pet Peeve at the pictures: 
coughers and cacklers. 
Keep your mouth dewy- 
fresh, your throat calm, 
with Life Savers—the han- 
dy candy in 14 flavors. $¢, 


? S For pertect Gn & Tenn, 
we Whee fot O 9 


ON THE ALHALIME S108 
| Seeeeoeeececoeeessoesen 


Life Saver and White Rock see alike | 
copy in New York Herald Tribune. 


Here's Looking at You 


To the Editor: Evidently Whi 
Rock and Life Savers are agre: 
that the eyes have it. And wit 
spots before them—or, rather, abo 
them, too. 

White Rock's bright eyes stars 


| from the New York Herald Tribu) 


of Aug. 13. The whites of Life Sa\ 
ers’ eyes appeared in the same p 
per, but later, Sept. 16. 
Next! 
W. S. KOENIG, 
Advertising Department, Amer- 
ican Water Works and Electric 
Company, New York. 
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REPRESENTED 


“Heming, we've called you in to answer a very dmportanut question. What qualities 
does your wife most appreciate in a hair rinse—and why?” 
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The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 
“sa Edited by RALPH 0. McGRAW 
Where Floor Coverings and down went production again. 
Are Bought Whisky distillation, the British gov- 


C mbining all available sources 
of nformation, Rug Profits for 
Aug ist discloses that 43.2 per cent 
ef floor coverings are purchased in 
ture stores. The remainder of 


sale. are divided between depart- | 


ment stores which sell 24.5 per cent 
total, and specialty stores, 
ms order houses, decorators and 
other outlets which account for 32.3 
yer cent of the business. 

' The research also revealed that 
68.7 per cent of floor covering dol- 
lars are spent for carpets and rugs, 
17.6 per cent for felt bases, and 
13.7 per cent for linoleum. The per- 
centages of these coverings sold in 
1939, by square yards, show that 
62.3 per cent of the floors are cov- 
ered with felt bases, 24.1 per cent 
with carpets and rugs, and 13.6 per 
cent with linoleum. 


The Future of 
Scotch Whisky 


The future of Scotch whisky, says 
American Wine & Liquor Journal 
for August, will be worse before it 
gets better, an inescapable conclu- 
sion drawn from multiplying signs 
across the Atlantic. Four points 
which are certain are given as fol- 


OWS 


of the 


1. Stocks of Scotch whisky with- 
n potable ages in the United King- 
dom are beginning to shrink. 

2. Reserves of Scotch eight years 
of age and older have become rela- 
tively scarce, 

3. Cereals for distillation, and 
bottling supplies are getting difficult 

obtain and are becoming more 
costly. 

4. Scotch whisky prices are mov- 
ing upward—and inevitably must 
continue to do so. 

Just how soon the situation will 
get vorse depends on a number of 

nterweaving factors which include 
the duration of the war; the course 
f the Battle of the Atlantic; the 
mount of cereals made available as 

ult of current bumper harvest; 
the extent of bomb damage to exist- 

g stocks and production facilities; 
the amount of foreign exchange 
needed by the British government; 
the availability of manpower, and 
other tactors. 

The reason for the vanishing of 
older whiskies goes back to the be- 
ginning of the last decade, the pub- 
ication explains, Distillers of Scotch 
in 1930, 1931, and 1932, had just 
about given up hope that legal liquor 
vould ever return to the United 
State Confronting them at home 
vas a dwindling demand due to ex- 
essive taxation. So, naturally, dis- 
tillers slashed production, and that 

wered output eight to 10 years 
go meant less fully matured 
vVhisky available eight to 10 years 
iter. Then came repeal and up 
ent production; then came war 
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| MIDWEST 
}fARM PAPERS 


>» get almost TWICE the farm cov- 
a @ the average National farm paper in 
Midwest, and farmers pay almost TWICE 
Much per subscription 
* Prairie Farmer @ Nebraska Farmer 
Weilaces’ Farmer & lowa Homestead 
© Wisconsin Agriculturist & Farmer 
@ The Farmer, St. Paul 


ernment has decreed, must not ex- 
ceed 33 1/3 per cent of pre-war 
output. 


Three to West-Marquis 


Fruehauf Trailer Company of 
California, Aircraft Parts Manu- 
facturers Association, Poulsen & 


Nardon and Aircraft Components, 
Inc., have named West-Marquis, 
Los Angeles, to direct their adver- 
tising. 


Names Gray & Rogers 

Wilkening Mfg. Company, Phila- 
delphia, maker of automotive prod- 
ucts, has named Gray & Rogers, 
Philadelphia, to direct its advertis- 
ing. Sherman G. Landers is ac- 
count executive. 


G-E Radio Copy 
Directed Toward 
F-M Acceptance 


New York, Sept. 24.—With an 
eye to post-emergency markets, 
General Electric Company will de- 
vote its radio receiver advertising 
budget during the coming year 
chiefly to building acceptance for 
F-M. The schedule calls for maga- 
zines, newspapers and spot radio. 
Maxon, Inc., is the agency. 

First copy on the 1942 receiver 
line will break next month in Es- 
quire, Life and The Saturday Eve- 
ning Post. Full pages in two colors 
will stress the theme, “Your New 
Radio Should Give You All This.” 
The advantages of F-M will be 
stressed and consumers will be in- 
formed that areas not offering the 
new type of transmission now will 
probably have it soon. In addition 
to the three magazines mentioned, 
the schedule also includes Collier's 
and Look, with current copy fea- 


EMPHASIZES FM 


OUR NEW RADIO 
SHOULD GIVE YOU 


“S25= GENERAL @ ELECTRIC 


First copy in General Electric's new 
radio receiver advertising campaign. 


turing the G-E self-charging port- 
able receiver. 


Newspaper insertions, to be 
placed in cooperation with dealers, 
will stress F-M in territories where 
broadcasting has already begun, 
while in other markets F-M will 
be mentioned along with other re- 
ceivers. Five-minute transcriptions, 
entitled “Swing to F-M,” will be 
broadcast over standard stations in 
areas where F-M is available. Com- 
mercials consist of the story-songs 
of the Golden Gates, which tell the 
story of F-M in terms of characters 
such as Casey Jones, Noah and the 
Man on the Flying Trapeze. 


To Yankee Writing 

Robert H. Norton Company, New 
Haven, designer and producer of 
silk screen process printing, has ap- 
pointed Yankee Writing Service, 
Guilford, Conn., to direct its adver- 
tising. 


Joins “The Miner” 


D. Colborne, formerly with the 
Evening Review, Niagara Falls, 
Ont., has been named advertising 
manager of The Miner, Rossland, 
. <. 


BEGINNING OCTOBER FIRST... 


NEW IMPACT 


TO COVER TWO EXPANDED MARKETS! 


WHEN Markets expand, it's time for advertisers 
to expand their coverage, too...with extra power 
where it's needed! 


TAKE the thousands of square miles around 
Baltimore; the thousands of square miles around 


Pittsburgh. 


NO LONGER is purchasing power huddled close 
to the centers of these cities. Today the swiftly- 
circulating millions-for-defense have already 
spread far afield...where mill and factory and 
farm are booming, beyond the metropolitan hori- 
zons of yesterday! 


MILE after mile along the Allegheny and the 
Ohio — up and down the Monongahela Valley 
— smoke-stacks smudge the sky by day and 
crimson it by night. Wheels turn. And money 
changes hands. Across three state lines spreads 
the expanded Pittsburgh market of TODAY! 


MILE after mile through Maryland — overflow- 
ing into Delaware and Virginia—thriving farms 
and humming factories blanket with new pros. 
perity an area larger than many European coun. 
tries That area—all of it—is today’s expanded 
BALTIMORE Market! 


YOU'VE something new to reach out for — 
something bigger. And the Red Network of NBC 


has something new and bigger 
reach out. 


to help you 


As KDKA and WBAL, 50,000-watt stations in 
Pittsburgh and Baltimore, join NBC Red, they 
bring hundreds of thousands of vew radio fam 
ilies within the areas served by the “Network 
Most People Listen to Most"—hundreds of 
thousands of new families eager to buy TODAY. 


In Baltimore 


WBAL 


In Pittsburgh 


KDKA 


UNCHALLENGED DOMINANCE 


50,000 
WATTS 


50,000 
WATTS 
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San Antonio, Air Corps and 


Army Center, in Big Upsurge 


Men and Money Build | revolving pulleys, still other work- 


ers are doing their bit in the produc- 


Business in Headquar- | tion of trucks, tanks, cannon, rifles 


ters of Third Army 


By B. C. REBER 


San Antonio, Sept. 25.—Today, in 
scores of industrial centers through- 
out the North and East, thousands 
of American workmen are _ busily 
engaged in the production of ma- 
chines, jigs, fixtures, tools and dies 
as their contribution to the 
armament program. 


In other communities in this same | 


area, amidst the shrieking protest 
of cutting tools coupled with the 
pungent aroma of burning oil and 
the slap-slap of leather belts against 


and other articles of war so that 
democracy may feel secure. 


And, in the East, the Middle West, 


and along the Pacific Coast, still 
lother groups of workmen are en- 
gaged in the production of giant 
bombers, pursuit planes, scout 
planes, and other similar imple- 
ments of war. And for the same 
reason. 


re- | 


It’s the Men Who Count 


| But all these efforts would all 
_ be in vain if there were not men 
| properly trained to man these trucks 
and tanks, to fire these cannon, to 
fly these planes, and to shoulder 
these rifles. And in the training 
|of such men, the city of San An- 
|tonio is playing an important part. 

San Antonio has long been fa- 
mous as a military center. It was 


| upon 


| tions. 


| Field 
/course, earn their wings and com- 
|'missions; Brooks Field, where ad- 
| vanced 


|when the present crisis arose, the 


government should count heavily 
San Antonio as one of the 
chief centers for her military opera- 
And well she might. For 
here at Fort Sam Houston, enlisted 


|men are trained for various units of 
ithe Army. 


Randolph Field, the 
world’s greatest flying field and 
the Army’s “West Point of the Air” 
gives cadets their primary training 
courses in aviation; Kelly Field, 
where the graduates from Randolph 
take the advanced flying 


classes in flying are also 
conducted; and Camp Normoyle, 
where classes are held in motor 
mechanics for the motor transport 
divisions. 


32,000 Personnel 


The value of a military center in | 


or adjacent to a city may be best 
determined by a few concrete facts 


$888,750. 


| here that a small group of hardy 
|pioneers stood off the attacks of 
'Santa Anna’s forces; it was from 


and figures. During a recent month, 
the personnel in the U. S. Army in 
and around San Antonio totaled 32,- | 


5,000 
Watts 


WHK “” 


CLEVELAND, OHIO 


Represented by 
Paul H. Raymer Co. 


| this city that expeditions were sent 


out against the Apaches and Co- 
manches when these savages made 
their raids on unprotected settlers. 
It was here that, although far re- 
moved from the actual scenes of 


|conflict, troops were in training for 


the Confederate forces during the 
Civil War. 
Long a Training Center 
It was here, in 1898, that Col. 
Theodore Roosevelt organized his 


famous troop of Rough Riders and 
rode away to fight the Spaniards. 
It was here, during the first World 
War, that thousands of troops were 
given military training and _ sent 
“over there,” while south of here 
hundreds of young men were acquir- 
ing their first knowledge of aviation, 
were winning their wings, and 
were continuing on to France. 


It is not surprising, then, that 
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474, of which 2,376 were officers and 


30,098 enlisted men. 

During this month the monies 
paid out for salaries and commer- 
cial accounts, through the various 
units located here, totaled $3,432,- 
401, distributed as follows: 

Kelly Field, $1,015,437; Brooks 
Field, $129,984; Randolph Field, 


$510,940; Fort Sam Houston, $1,767,- 
881; Camp Normoyle, $716; and, 2d 
Division, Fort Sam Houston, $7,440. 
Of these amounts, approximately 
90 per cent went for payrolls, and 
the remainder to commercial 
counts. 

In the Quadrangle at Fort Sam 
Houston is located a finance officer 
of the U. 


ac- 


disburses monies for payroll and 
commercial accounts. During one 
representative month the monies 


paid out through this office totaled 
$11,079,405, of which, roughly, 90 
per cent went for commercial ac- 
counts, and the balance for pay- 
rolls 


Third Army 


In addition to the regular person- 
nel, there is at present a total of 
8,131 employes (civil service, civil- 
ian and WPA) distributed through 
the fifteen branches of the service 
who, based on an average salary 
of $110 per month, turned an addi- 
tional $894,410 into the business 
channels of the city during this 
same period. 

The value and significance of San 
Antonio as a military center is fur- 
ther emphasized by the fact that this 
city is the current location of the 
Third Army, one of the four field 
armies of the United States. It is 
comprised of the Eighth, Fifth and 
Fourth Army Corps, including 
eleven full strength divisions. 

Its area takes in the Eighth Corps 
Area and the Fourth Corps Area, 
which supervise military activities 
in the states of Texas, New Mexico, 
Arizona, Colorado, Oklahoma, Lou- 


Headquarters 


isiana, Mississippi, Georgia, Ala- 
bama, Florida, North and South 
Carolina, and Tennessee The 


headquarters of the Third Army is 
in the Smith-Young Tower 


What This Means to Business 


The effect of these activities on 
business conditions in San Antonio 
may be best expressed through a 
few concrete figures. In the fol- 
lowing the figures are for the first 
seven months of the current year: 

Bank clearings, $614,904,574 
against $516,486,859 for the same 
period last year. Real estate trans- 
fers, $8,398,338 against $6,570,791. 
Automobile sales, 6,806 cars and 
1,218 trucks against 4,884 cars and 
901 trucks. Building permits, $4,- 
181,259 against $3,966,120. (The 
building permits do not give a true 
picture of the building activities, 


since many contracts for construc- | 


tion were let during the final quar- 
ter of 1940, when the total was 
$4,230,747). 

Postal receipts, $1,023,018 against 


S. Army who, likewise, | 


@ ILLINOIS... do your testing 


WHERE U. S. FLEDGLINGS LEA.RN TO FLY 


a 
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Famous Kelly Field, San Antonio, advanced flying school for the training of U. ‘ 
Army pilots since 1917, which is carrying a major share of training 7,000 pilots 


year under the air corps’ expansion program. Two sub-posts supplementing ih: 
work at Kelly Field are at Brooks Field, San Antonio, and Kelly Sub-Post, Sa, 
Angelo, Texas. 


Water connections, 376,- | town hotels is reported at approx- 
968 against 368,400. Electrical con-| imately 10 per cent. This figure 


nections, 532,628 against 504,730. | was 3.8 per cent during the first 
Gas connections, 424,675 against| four months, however, and has only 
398,106. jrisen during the summer period, 

Retail sales for the first seven | Other vacancies, for the period end- 


months of this year were up approx- 


ing June 30th, are: Single family 
imately 30 per cent. Sales for July 


homes, 1.51 per cent; duplex units, 


in department stores only were | 2.46 per cent; apartment units, 3.66 
above those for last year by 33.1) per cent; business units, 5.36 pe: 
per cent. cent. This is equivalent to an im- 
a provement of approximately 50 per 

. & 7 we cent over the same period last year 

The three railroads serving the | San Antonio being an important 


cattle shipping center, the livestock 
receipts form an important baro- 
meter of business conditions. 


city, the Southern Pacific, the Mis- 
souri Pacific and the Missouri, Kan- 
sas and Texas, report increases in 


Re- 


Cattle, 23,254 


passenger traffic of approximately | ceipts for July garg he , 
21 per cent for the first seven | @" increase of 11,367 over 1940 
months. That this increase is due |C@lves, 17,832, an increase of 317 


almost entirely to troop movements | 208s, 11,700, an increase of 5,084 
is shown by the fact that, without /and sheep and goats 10,383. an in- 
such transportation, passenger traf- | CTC@S¢ of 2,341. 
fic would have been slightly below | 
that for the same period last year. |. 

Bus transportation is reported up 
approximately 16 per cent, and air 
travel out of the city is up 34 per 
cent. Unusually bad weather dur- 
ing the early part of the year ham- 
pered air traffic. 

San Antonio being a tourist city, 
it is interesting to note that the 
number of tourists visiting the city 


Advertising Well Up 


That advertising should benetit 
through such activities is only nat- 
ural, and these results are best 
shown through figures. Total news- 
paper linage for the 3l-week period 
ending Aug. 2 was 5,021,936 lines 
an increase of 15.6 per cent over the 
same period of 1940. Linage fo 
the week ending Aug. 2 showed : 


this past season is reported at 20 gain of 52 per cent over the same 
per cent above that for last year. | week for 1940. 


This is attributed to many families 
having sons in the Army, coming 
here to visit them. 

Hotel vacancies for the seven- 
month period for the leading down- 


TESTING? 


Reach a big chunk of 


The Packer Corporation, operat- 
ing approximately 600 poster boards 
in, and within the immediate vicin- 
ity of San Antonio, was solidly 
booked through August. Operating 


20 W. 140, Full bime. 
Sears & Ayer, Keps.. 
Local help given. 


WSOY 


thru the DECATUR station, 


I'm available any time now. 
and it is certain | 


can prove 
my worth to an = advertising 
agency or an advertising (e- 
partment for these simple rea- 


sons: 


1. 7 years experience of production 
with an advertising agency with 
tional recognition. 


MECHANICAL 
PRODUCTION 
MAN 


old, married. and ‘| 
of a stable and steady |!~ 


2. 29 years 
am told) 
position. 


3. I wish to advance myself. Bere 
second in command in my depart 
ment, and my superior young 
healthy. would indicate a change ' 
the logical solution. 


4. | have the will for work and © 
sponsibility. 


Box 3481. Advertising Age. Chicos 


(My present employer has approved this ad.) 
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ADVERTISING AGE 


~ HEADQUARTERS FOR "WEST POINT OF THE AIR" 


Administration building at Randolph Field, San Antonio, the largest flying field 
in the world and the Army's West Point 


Nestle’s Launches 
First National 
Nescafe Drive 


New York, Sept. 24.—Nestle’s 
Milk Products, Inc., this week in- 
stituted first magazine advertising 
for Nescafe and extended news- 
paper and radio promotion of the 
two-year-old coffee extract to new 
territories. More than 100 news- 
papers, in addition to Life, are on 
the schedule for the fall campaign, 
according to Walter B. Bower, ad- 
vertising manager. 

Half-page magazine copy and 
newspaper insertions of 284 lines 
continue to play up the conveni- 
ence, flavor and economy of Nes- 


cafe, brought out in New York and} 


Philadelphia in August, 1939. 
Marked by a maximum of photo- 
graphic illustration, copy also in- 
troduces a new theme, “All the 
flavor —all the ‘lift’ — without the 
work!” which receives special em- 


phasis as a headline in the maga- 
zine promotion. 

Newspaper rotogravure is being 
used in the larger cities where spot 
broadcasts are also on the schedule. 
Leon Livingston Advertising 
Agency, San Francisco, is in charge. 


Launches Own Business 

Estelle Hamburger, formerly 
| publicity director of the New York 
Post, has launched her own offices 
in New York at 9 Rockefeller Plaza 


where she will inaugurate Fashion- | 


| Ads, a fashion advertising service 


| Paint Manufacturer 
Charged with Bribery 


| Federal Trade Commission has 
made the rare charge of commer- 
cial bribery against a paint manu- 
facturing concern and three of its 
officers. Named in the complaint 
are James Ledwith and Morton E. 
'Ronsenthall, co-partners of Wood- 
finishing Products Company, New 
York, and J. M. Thomas, sales 
| manager. 

FTC alleges that Thomas offered 
|employes of his customers substan- 
|tial inducements to influence the 


'for retail stores. Before joining the | purchase of products made by his 


| Post, Miss Hamburger was vice- 


company. Such payments’ were 


: |made over a iod of yea 
|president of Jay Thorpe and pub- d period of years, and 


|licity director of Stern Brothers 
|}and Bonwit Teller & Co., New York. | 


| 

Haile Joins J-W-T 

Susan Haile, formerly in the 
|fashion department of Amos Par- | 
\rish & Co., New York, has joined | 
\J. Walter Thompson Company, 
|New York, where she will work on 
the merchandising phase of the) 
|New York Dress Institute’s adver- | 
tising campaign. | 


without the knowledge ef the em- 
ployers of those receiving the gra- 


tuities, the FTC asserts. 


ALMANACS! CALENDARS! 
Year Around Advertising Mediums! 


Copy supplied for U. S. and fore coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Penn Yan, N. Y. 


of the Air.” meme = 


—* 


_ 


i 

with approximately the same num-_| i 
ber of boards as last year, sales 
through June exceeded those for | 
1940 by approximately 25 per cent, ' 
and for July and August this in- 
crease was 33 1/3 per cent. In-| ‘ ; 
creased operating costs, however, | \ ' 
will make the profits for both years | 
approximately the same. 

San Antonio’s five radio stations, 
KTSA (CBS), WOAI (NBC), KABC 
(MBS), and KMAC and KONO, lo- 
cal stations, all report substantial 
increases, with KABC, operating 
under new management, reporting 
an increase of 62 per cent. 


Construction Better 


An improvement in the financial 
situation is indicated by the fact 
that during the first six months of 
1940, there were 210 foreclosures 
on homes (not including HOLC), 
while during the same period of 
this year, the number was reduced 
to 143. Building permits during 
) this period, within the city limits, 
} totaled $3,607,218 as compared with 
$3,145,910 for 1940. The number 
of new residence units was 811, 
against 553 for the period last year, 
while in June there were 232 units 
as compared with 105 for June, | 


Plugs “Cereal in Slices” 


The Freihofer Baking Company 
and the William Freihofer Baking | 
Company, Philadelphia, are cur- 
rently promoting their cracked 
wheat breakfast bread with a news- | 
paper and radio campaign in Penn- 
sylvania, Delaware and New Jersey, | 
using a “breakfast cereal in slices” | 


" 


ont Only the RED.gives you KDKA 


..only KDKA gives you this! 


theme. Richard A. Foley Advertis- 
ing Agency, Philadelphia, has the 
account, 


Wyly Joins Seidel | 

R. D. Wyly, who formerly was 
issociated with the National Adver- 
Using Agency, Washington, D. C., | 
has joined Seidel Advertising, | 
Washington, as director in charge | 
f plans and market analysis. 


SEE 
TOMORROW 


The Magazine of the Future 


November Issue 


OUT 
OCTOBER {5 
ON ALL 
NEWSSTANDS 
25 cents 


Advertising rates and sample 
copy on request, 


UTeative Age Press, Inc, 


|! East 44th Street 
New York, N. Y. 


Pioneer radio voice of the world, and 
Pittsburgh's on/y 50,000-watt station, 
KDKA reaches up and down the rich 
regions of the Tri-State area—all well 
inside the defense- prosperity zone— 
with the impact that on/y a 50,000-watt 
station can deliver! 


That's ten times the power of Western 


Pennsylvania’s next-strongest..station 


...more than four times the power 


PITTSBURGH'S ONLY 50,000-WATT STATION. ««%! 
NBC RED NETWORK OUTLET FROM OCTOBER 1 


of all four other Pittsburgh stations 
combined! 


On October first, Westinghouse Sta- 
tion KDKA takes its place in the NBC 
RED Network. Which is another way 
of saying that the station most people 
listened to first joins the network most 
people listén to most! . . . National 
Broadcasting Company, a Radio Cor- 
poration of America Service. 
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ADVERTISING AGE 


September 29, 194) 


Appoints Cairns & Co. 


Fashion Horizons, New York, 
color fashion films, has appointed 
John A. Cairns & Co., New York, 


as advertising agency. 


2ao See: 


Don't kid me — No one 
orders candy by the ton. 


That's right! There are many individual 
5 & 10c stores that order as much as 
two tons of chocolate candy — just 
chocolate — a week. 


When you advertise to a fleld with stores sell 
ing that much merchandise you can't afford to 
miss any of them, and you don’t have to, for the 
SYNDICATE STORE MERCHANDISER takes 
your Message into every store in 91 syndicate 
chains having 5 or more stores plus the buying 
headquarters for thousands of smaller “5 & 10 
tores. This > & 10° market last year sold 
over a Billion dollars worth of variety met 
chandize 

IVrite for our useful 
Ge RCHANDISER state by state breakdown 


of syndicate stores. 


SYNDICATE STORE 


MERCHANDISER 


79 Madison Ave., New York, N.Y. 


i ee ge eee Eee. a 
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Silk Shortage 
Not Alarming 


to U.S. Women 


New York, Sept. 24.—Confident 
that the hosiery industry will find 
an answer—and a good one—to the 
problem, American women are not 
alarmed about the silk shortage and 
are quite willing to accept substi- 
tutes that meet their requirements, 
according to a survey conducted by 
the Bureau of Smaller Stores of the 
National Retail Dry Goods Asso- 
ciation. 

Contrary to the beliefs of spokes- 
men for the cotton industry who 
have expressed doubt that cotton 
would find appreciable acceptance 
in full-fashioned hosiery, many 
replies to the survey indicated in- 
terest in novelty lisle possibilities 
and showed plainly that women ex- 
pect manufacturers to exercise their 
ingenuity and turn out smart rayon 
and cotton stockings that are rea- 


sonably priced and up to standards | 


Starts Flako Drive 


in style and wearability. 

Despite their traditional love for 
silk hosiery, some women are will- 
ing to pay more for substitutes that 
are sheer, attractive and durable 
although there is apparently no re- 
action against silk. 

The government's action in cut- 


ting off silk supplies led to a wide 
and growing demand for nylon ho- 
siery, the survey showed, but stores 


reported that stocks are inadequate 
| 


and deliveries unsatisfactory. 


A pessimistic note was injected by | 
in- | 


the stores that fear a marked 
crease in the popularity of the bare- 
legged fashion next summer. 
During the most intensive period 
created by the government’s move, 
increases in business reported by 
various stores ranged from 25 to 400 
per cent and many were forced for 


a limited time to restrict purchases | 


to from two to six pairs to a cus- 
tomer. 


Launches “L. A. Media” 


Latin America Media, a 
monthly for 
and advertising managers, will be 
published Nov. 1. 
comparative information 
newspapers, radio, and other media 
for export advertising. Editorial 
office is at 224-16 Davenport ave- 
nue, Long Island, N. Y. 


The Flako Products Corporation, 
Milltown, N. J., has launched its 
fall campaign, which 


and monthly 
papers H. 
Inc., New York, is the agency. 


placements in 


Where Speed Counts 


Today, airplane speeds in ex- 
cess of 300 miles per hour is 
commonplace. America is on 
her toes! Fast pursuit planes, 
heavy long range bombers and 
unbelievably fast fighter planes 
are growing in number daily. 
Everywhere — especially in 
industry—the watchword is 
speed. Our job is making qual- 
ity photo-engravings. Here too, 
speed is very essential, yet plate 
quality must be maintained. 
Wallace-Miller craftsmen 
take pride in their ability to 


WALLAGE- 


Ca) 


CNoesil ) 


interpret faithfully every high- 
light, middle tone and shadow 
of the original copy. Our years 
of experience and modern up to 
the minute equipment make for 
complete photo-engraving satis- 
faction every time. You will find 
your proofs are always exact 
reproductions of your copy— 
tone value for tone value. 
That's why every day more 
advertisers and advertising 
agencies look to Wallace-Miller 
for quality photo-engravings. 
We are open day and _ night. 


MILLER CO. 


FOUR SIXTY SIX WEST SUPERIOR ST. ¢ CHICAGO 


bi- | 
American exporters | 


It will contain | 
about) 


includes | 
|;newspaper and magazine insertions, 
| radio 


| business B. LeQuatte, | 


SALES OF CHAIN STORES 


August -_— 
1941 1940 


Food Chains 


tJewel .... $ 248,572 $ 2,157,686 
tKroger Groc, & 

Bak. Co 23,144,8 18,979,975 
*National Tea 5,505,878 $4,499,344 
tSafeway 36,799,780 30,547,230 
Union Premier 

Food Stores 2,582,060 2,126,430 
Group Total -$ 71,281,143 $ 58,310,665 


Mail Order 


tSears, Roebuck..$ 87,715,593 $ 58,819,548 
Spiegel . 4,148,152 3,414,656 
tMontgomery 

Ward . 57,803,245 42,691,853 
Group Total $149,666,970 $104,926 

Drug Chains 

Crown a $ 743,119 $ 684,261 
Peoples yan ; 2,315,722 1,990,013 
Walgreen 49,471 6,280,851 


Group Total 


Bond 


Stores 


Consolidated Retail 

Stores RGR, 572 
Edison Bros 1,924,548 
Fishman, M H 424,406 
Grant, W. T 8,749,937 
tGreen, H. L 656,84 
Kresge, S. & 1 8,01 
Kress, 38 H 6,691,497 
{Lerner 4,099,270 
MeCrory 626,281 
McLellan Stores 1,942,892 
Murphy, G. © 4,370,064 
Neisner Bros 1,740,395 
Newberry, J. J 1,706,829 
Penney, J. © 1,494,29 
Western Auto 6,835,000 5,641,000 
Woolworth, F. W 30,712,784 26,827,808 
tSchiff Co 1,176,853 997,25 
Asso. Dry Goods 

Corp 14,108,438 12,231,873 
Sterchi Bros 

Stores, Ine 715,645 523,400 
tInterstate Dept 

Stores 2,638,316 1.989, 686 
Melville Shoe 

Sales , 93.168 SOU Ou 
Roses 5-10-2h« 

Stores 649,161 5,357 
Group Total $159,559,108 $132,206,241 
Combined Total. $390,815,5393 $304,398.58 
‘Four and 36 weeks ending Sept 


| $ 10,308,512 $ 8,955,125 
| Variety and Miscellaneous 
z 2,554,291 ‘ 1,966,241 


; month period 


a 
% Gain Ist § Months 
or Loss 1941 1940 
0 $ 25,950,212 $ 19,151 
ee | | 201,429.050 175,758.14 
22.4 41,403,768 7,.383,4 
20.4 306,762,734 272,222 s 
21.4 2 4,044 20,051.7 
223 92 S5GRK 279 8O8 $524,567,7 
49.1 $516,083.223 $387,569,7 
21.5 $1,243,232 30,328 
i ; 892,839 284,141 
42.6 $90 19,294 $702,040,211 
8.6 $ 8,071,388 $ 7,773.32 
16.4 17,317,438 15,079,579 
15.4 4,245,522 48,5 l 
15.1 $ 79,634,348 §$ 71 O4 
1.9 § $611,144 $ 17,341,851 
na.7 7.019.730 6,009 
33.1 0,740,148 16,5894 
+ 9.7 0°6,936 2,704.69 
+ 15.1 70,609,247 61,946,5 
+17.3 27,035,171 24,425,72 
+ 13.6 101, 802.844 92,509,809 
+19.9 58,645,550 5 { 
+ 27.0 26,546,549 3 
+ 19.1 30,373,772 oa 
+ 17.0 14,098,299 25, 
+ 23.1 16,563,51 e 
+ 24.3 14,923,007 13,104.31 
+ 13.9 $6,457,948 31,858 
32.2 "05,258,038 170,68 
23.3 43,650,000 82.9823, 000 
+ 14.4 218,145,786 197,370,184 
+ 18.0 8,428,933 7,586 1 
1 1683.98 25,805, i 
46.7 O87 04 831.6 
6.0 16.467,68 13.011.7 
4 S| ea) 24 2,4 
28.5 1,159,184 325,48 
+ 20.7 $1,031,521,034 $889,442, 50 


28.4 $2,612,654,484 $2,187,433, 200 


Armstrong Cork 
Begins Campaign | 


| 


for Asphalt Tile 


Lancaster, Pa., Sept. 24.—The | 
first national campaign for asphalt | 
tile floors for commercial and resi- | 
dential use will be launched this | 
fall by the Armstrong Cork Com-| 
pany in The Saturday Evening Post 
and business papers. 

The new campaign represents the | 
third Armstrong product which is| 
being presented to the public by) 
national advertising campaigns, the 
others are Quaker rugs—now being 
promoted over 25 radio stations on 
a national scale —and Armstrong's 
linoleum, nationally advertised for 
25 years in The Saturday Evening 
Post and women’s magazines. 

Following the company’s policy 
of consistent advertising, Arm- 
strong’s initial consumer campaign 
for asphalt tile floors will carry 
full-color in the Post and full-color 
schedules in American 
American Druggist, American 
School Board Journal, Architectural 
Forum, Building and Building Man- 
agement, Business Week, Chain 
Store Age, Flooring, Interior Design 
and Decoration, Modern Hospital, 
Pencil Points, Progressive Grocer, 
and Restaurant Management. 

Asphalt tile advertisements ap- 
pearing in the Post will feature a 


emphasize low cost, durability, at- 


that the tiles are 
quickly laid down. 


handset, and 


will continue to be used in business 
| paper insertions, and copy will em- 
phasize that tiles are laid in tailor- 


made designs and can be swiftly 
|installed without interruption to 
| business. Batten, Barton, Durstine 
|& Osborn is the agency. 


| 
Newspaper Campaign 
Marks Return of Vince 
William R. Warner Company has 
| launched a newspaper campaign for 
| Vince in four cities, marking the 
return of this product to advertis- 
jing after a lengthy absence. Copy 
| Suggesting Vince for use either as 
a mouth wash or toothpaste will 
|continue until mid-December. 
Featuring the theme, “If Your 
Dentist Says ‘Yes’ Use Vince,” 150- 
line insertions are scheduled for 
|} weekly and twice-a-week inser- 
tions in Harrisburg, Pa., Peoria, IIl1., 
Charlotte, N. C., and Sacramento, 
Cal., newspapers. Warwick & Leg- 
jler is the agency. 


‘Uses Preservative Copy 


land-Abbott, Boston, is the agen 


Builder, | 


before-and-after approach, and will | 


tractiveness of material and the fact | 


The same copy theme, “The Low | 
Cost Floor with the Luxury Look,” | 


Rust Master Chemical Corpora- 
tion, anticipating an increased mar- 
ket for automotive corrective chem- 
icals due to longer car usage 
will increase its fall advertising 
campaign for its Rust Master an 
Six Master. Copy will appear eve: 
other week in The Saturday Eve- 
ning Post, supplemented by busine 
paper placements, direct mail an 
special display material. Suther- 


ae 


HERE’S THE BOOK 


The most complete, 
streamlined analysis 


up-to-the-minut« 
of ADVERTISING 


Modern slants on the whole subject: [low 
to do ideas, copy, layout, photograph) 
packaging, sampling, direct mail, radi 


billboards, publicity, key and count results 
all viewed as a day's job in the light o 

present economic pressure trends 3 

Over 500 big pages only ...... $ 


HERE’S KENNETH GOODE 


| America’s Ace Advertising Authorit The 
author who does as well as he writ: Let 
him show YOU how to make everyday 4- 


vertising both fascinating and profitable in 
his streamlined, modern work mow usee 


| both by advertising agencies and ding 
Universities. 
ee @e @ 
’ 

HERE’S AUTHORITY 
ADVERTISING AND SELLING (mong 
all observers of American econom ends 
Kenneth Goode has been most « rate 
PRINTERS’ INK “The most u~ Hoos 
on advertising published.” 

JOHN CAPLES “Grand book rg 
| PAUL H.NYSTROM “A mode! ou nee 


textbook. I recommend its use » 


ADVERTISING AGE 
neth Goode who enjoys the repu 
being at once one of the most liv: 
right and realistic of writers. 


HERE’S THE COUPON) 
e Fill it NOW. __ 


§ 7 DAYS FREE EXAMINA: IN 


|] GREENBERG - PUBLISHER \A @ 


1 167 West 44th St., New York, N.Y. 

1 Send me Kenneth Goode's 
TISING at $3 postpaid. If not > 
1 will return it within 7 days for 
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September 29, 1941 ADVERTISING AGE 
| "BELIEVE IT OR NOT" TECHNIQUE IN COPY ; all civilian needs. 
Artloom Keys eens Union Oil Co. 


Union Oil Company explains the 
Ree eee «= ccna cote ae 

Nature's Tricks 

to New Carpet 


a transportation problem, pointing 

yut that many of their tankers have 

New Gas Order ( it many of their tankers have 
Combination of Lines 
Emphasized in Unique 


been taken over for war service. It 
Trade Promotion 


23 


Los Angeles, Sept. 24.—The Union | Points out that rationing will only 
Oil Company anticipated a possible become ee re from pro- 
rationing of gasoline in the West duction and retining centers where 
supply is the main problem. 

Lord & Thomas, Los Angeles, 
handles the Union Oil account, 


last week when it used seven-col- 
umn ads in 150 Western newspapers 
to explain its position and, inci- 
dentally, that of other Pacific Coast 


Two-timina toma? companies. A few days later Harold Names Barton & Goold 
Danger makes this fish a bird g ave L. Ickes, oil coordinator and Secre- Newman Company, New York 
New York, Sept. 24.— Adaptation penpals | auipsieds target ongee te ngtemagienas sary of the Interior, ordered Pacific has named Barton & Goold, New 
of the “believe it or not” technique tn 0 | Ti Nrnhoinemnww wine ssceemn | Coast oil companies to take such) York, to direct advertising of its 
business paper advertising has _¥ . : action as would prevent an acute! Nodkin baby blanket. Nationa! 


urnished Artloom Corporation, : = 


re Noe : ote shortage of supplies. magazines will be used. 
floor covering manufacturer, with a : inating hath queatliahapeetiaaitiin 

I ahaiiinil 

} 

t 


| 

| Headlined, “Gasoline Rationing 
May Come to Parts of the West,” 
the copy bore out frequently pub- 
lished statements of government 


ppy solution to a _ marketing 

iblem that followed the introduc- 
ion of Wilminster, a new, moder- 
ate-priced carpet line. 

The name of the product repre- 


The patented Galv-Weld 
frame construction prevents 
rust and vibration. 


ARTLQ@OM 


CORPORATION 


TLODM officials who predicted possible ra- 


IRPORATION r tioning in the West, even though oil 


. 


( 


sents a combination of two of Art- fields and refineries can supply 
loom’s well-known lines — Wilto: Artloom Corporation is using examples in nature to put over the combination enough fuel for a two-ocean navy b ART K g AF 
and Axminster, possessing the for advantages of its carpetings in a trade paper campaign. and still produce enough to meet y 


SIGN CO, LIMA, OHIO 
mer’s dense pile and close weave 


and the latter’s gay patterns. The 
rug trade voted quick acceptance 
of the new weave, but Artloom 1 
officials sensed that Wilminster was | \\ 
being regarded simply as another | 
trade name, instead of an entirely | 
new development in floor coverings. 
A quest was begun for a dramatic 
copy idea that would spotlight the 
full significance of the achieve- . 
ment. 

The solution was furnished by 
M. H. Hackett, Inc., Artloom agency, 
in a campaign, largely pictorial, 
that presented “unique combina- 
tions” from Mother Nature’s bag of 
tricks—the tigron, for example, 
strange offspring of a tiger-father 
and lion-mother; the pomato, a 
plant that bears tomatoes above 
ground, and potatoes below; a $10,- 
000 goldfish which, through cross- 
breeding, was actually banded with 
red, white and blue and exhibited 
during World War I to help pro- 
mote Liberty Loan drives. 

A small block of copy ties in the 
uniqueness of the Wilminster weave 
with the rarity of the other combi- 

| nations. Full pages devoted to this 
theme appear monthly in Carpet 
Trade Review, Dry Goods Journal, 


Retailing and Rug Profits. The cam- . 
paign will continue into next year. i y t € gives you 


Newpaper Week Copy | 


Released to Papers WB AL 5 i I 
Newspaper promotion copy for eee on y gives you this e 


use during National Newspaper 
Week, Oct. 1-8, has been released to 
publishers. Much of the promotion 
will be built around the slogan of 
the National Newspaper Week com- 


mittee of Newspaper Asseciation Only WBAL— Baltimore’s one and otlier Maryland stations combined! 
gg BE acl ng agalnataaaa only 50,000-watt station—blankets the 

—— thousands of square miles of boom- On October first, WBAL joins the 
ore General Manager ing factories and farms within the rich network most people stem to mest. 
se” Guanes snes on WBAL defense-payroll zone...an area We bring an audience eee 
aan tn Saline tine bees aceon no advertiser can afford to ignore. loyal and large — placing withinyehe 
ee eee ae — Red Network Station Area around 
Sey aumemaias ieten ts Geman. For WBAL hurls your selling message _ Baltimore thousands wore radio families 


with ten times the power of Mary- than ever before!... National Broad- 
land’s next-strongest station . . . and casting Company, a Radio Corporation 
with six times the power of ALL of America Service. 


50,000 WATTS} —. 
CBS 


covering 425,683 5 PErpy, Fe 
LISTENING % I Tt To | 
Radio Families i oe | 


in the 


CENTRAL SOUTHWEST 


f BALTIMORE’S ONLY 50,000-WATT STATION 
| KWKH NBC RED NETWORK OUTLET FROM OCTOBER 1 
JISHREVEPORT 
LOUISIANA 


THE BRANHAM CO. 
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Petri Wines Start 
Drive in Four 
Major Markets 


San Francisco, Sept. 24.—Shoot- 
ing for the quality market, Petri 
Wine Company will swing its pro- 
motion from northern California 
into Chicago, New York and New 
England markets this year in what 
the company terms the biggest ad- 
vertising drive ever sponsored by a 
California wine producer. 

Newspapers, radio and outdoor 
advertising are to be used in the 
campaign, and will be supple- 
mented by subway advertising in 
large cities and by point-of-sale 
dealer aids. Tentative schedules 
call for a radio program five times 
weekly over KSFO in San Fran- 
cisco, coupled with newspaper ad- 
vertising; an outdoor campaign, a 
large gyewspaper promotion through 
the Chicago Tribune and a possible 
radio schedule in Chicago; news- 
paper schedules In the New York 


(EVERY DATE'S 
A CLOSING DATE!” 


That's qur pace—the RatLway 
Express speed that speeds up 
speed! Perfect for deadline crises. 
Ideal for everyday shipments. Low, 
economical rates. To get it, 
phone us. 
For super-speed use Air EXPRESS 
3 miles a minute 


RAILWA XPRESS 


AGENCY Inc 


\ warton-wioe RAIL-AIR SERVICE ] 


EXPANDING 
Now... ZAS7TEF the Difference ! 


Our California Wine is 
BOTTLED in CALIFORNIA 
___. FULL FLAVOR PROTECTION foon California TO YOU 


1,000-line newspaper copy marking 4 
new campaign for Petri wines in the 


East. Erwin, Wasey & Co. is the agency. 


Times, News, and World-Telegram, 
bulwarked with subway posters 
for New York; and newspaper 
placements in principal New Eng- 
land cities plus a poster campaign 
in Boston. 

Key to the company’s merchan- 
dising policy is its belief that wine 
merchandising is more closely 
allied to food merchandising 


than to liquor, and to buttress its 
claims that consumers will pay 
higher prices for Petri wines it 
points to nationally advertised 
brands such as Del Monte and 
Heinz, whose prices, the company 


says, are higher and who have won 
acceptance on a_ quality _ basis. 


Erwin, Wasey & Co. is the agency. 


16.) 


wide area who flock 


Winston-Salem. 


it’s the annual “plus” 


916,000,000 
“ain't Hay! 


—no, it’s tobacco, the golden weed to be sold 
on the Winston-Salem market during the 


next few months. (Market opened September 


— it is the big “cash” crop for farmers from a 


swap tobacco leaves for dollars with which 
to buy the things they need right here in 


market’s continuously increasing buying 
power that makes Winston-Salem a ‘“‘must”’ 
on any schedule ... NOW! 


in Winston-Salem, North Carolina 
National Representatives: KELLY-SMITH COMPANY 
NBC—Radio Station WSJS— NBC 


| 
JOURNAL and SENTINEL 
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to Winston-Salem to 


| 
| 
to the Winston-Salem | 
| 
| 
} 
| 


IN PHILADELPHIA 
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SELL THROUGH WEIL 


Getting Personal 


On October 1 Samuel O. Dunn will celebrate his thirtieth anni- 


versary as editor-in-chief of Railway Age, 
record for continuous performance. 


which is something of a 
Incidentally, he is also chairman 


of the board of the Simmons-Boardman Publishing Company. . . 


Larry Davis, advertising manager of Kendall Mills, Walpole, Mass., 
had a first-class celebration at Atlantic City the other week-end, 
when he was joined by his son, Bob, who has just been commissioned 
an ensign in your Uncle Sam’s Navy after three months’ training on 


the Prairie State in New York... 


If you’re thinking of making a speech, or of having to introduce 
someone who is going to make a speech, you'll probably want a copy 
of “We Have With Us Tonight,” just published by Harper & Brothers. 


It’s the work of G. Lynn Sumner, 


advertising agency head and toast- 


master deluxe, and sells for $1.75. . . 


Edwin B. Self, Schlitz Brewing 
Company, a.m., saw his second 
play open on Broadway this 
week. Gladys George is the star 
of “The Distant City.” Eight 
years ago another Self drama, 
“Two Strange Women,” made the 
big time... 


M. T. Newman, Jacksonville, 
Fla., agency exec., is reported im- 
proving at Mayo Brothers clinic, 
Rochester, Minn. . . Clarence W. 
Hamilton, sales promotion mgr. of 
Globe-Wernicke Company, Cin- 
cinnati, is chairman of the pub- 
licity division of Cincinnati and 
Hamilton County’s Red Cross 
chapter. .. 

Fifty alumni members of Alpha 
Delta Sigma paid tribute to Prof. 
Herbert H. Palmer, for 20 years 
a teacher of advertising and busi- 
ness English at Syracuse Uni- 
versity, at a farewell dinner. . . 
Paul H. Fitchner, classified man- 
ager of the Hartford Times, 
heads the business unit of the 
Hartford Community Chest 
effort. . . 


Clarence D. Blessed, president 
of Walker & Co., Outdoor Adver- 
tising, Detroit, was made an 
honorary member of local 94, In- 
ternational Bill Posters, Billers 
Canada... 


CHAMP 


Fred R. Gamble, managing director of 
the 4 A's, presents to Joe Brandt, Arthur 
Kudner, Inc.'s baseball captain, the 4A 
trophy emblematic of the championship 
of the New York City Advertising 
League. The Kudner team won the 
championship by defeating J. Walter 
Thompson in a playoff series. Both 
Kudner and Lord & Thomas have two 
legs on the cup, which, if won three 
times, will mean permanent possession. 


and Distributors of America and 


The oft-written story of the “big business” man who turns his back 
on it to become a small town newspaper publisher was acted out in 
real life recently when Jack Turner resigned after 18 years as pro- 
duction manager of Lord & Thomas to take over the job of president 


of Pioneer Press, Inc., 
Carbondale Leader. . . 


Joseph L. Badger, chairman of 


Carbondale, Pa., 


and publisher of its daily, the 


the board of Badger and Browning 


& Hershey, has leased a large residence in the Sheldrake section of 


Scarsdale, N. Y... 


In his ability to disconcert the New Jersey police, “Stick” Randall, 
of FWA and president of the New York Ad Club, has proven himself 


second only to Orson Welles. 


When “Stick” guaranteed a 300,000 


minimum attendance at the Newark Air Show, the local police re- 


fused to listen and sat firm on their estimate of 45,000. 


pulled 500,000 people. . . 


James W. Fishel has taken leave of absence 


The show 


as media director of 


Jasper, Lynch & Fishel to serve Uncle Sam at Fort Dix, N. J... 


That southern accent Henry Waxman, photographer, 


is using was 


acquired while he was in the tobacco fields of North Carolina making 
color pictures for Lucky Strike cigarets. . . 


Sidney M. Heller, of the New York Herald Tribune's ad 
proudly announces the birth of a daughter. . 
manager of Fawcett Men’s Group and Mechanix Illustrated, 


staff, 
. Ed Gants, advertising 
walked 


off with the club championship for 1941 at the Manasquan River Golf 
Club in Brielle, N. J. He defeated the 1940 winner by 6 and 4. . . 


His duties as a corporal at Camp Pendleton, Va., 


have not pre- 


vented Frederick G. Robbe, formerly of Y&R’s traffic department, 


from planning for a big event. 
one of twins of Larchmont, 


HAVING A BARREL OF FUN 


Cooking up a special broadcast of Charlie Ruggles’ 


of Fun" 


Mr. Ruggles, Frank Vitale, 


account, and E. H. Hewston, 


general sales manager of the the 
Bohemian Distributing Company, Southern California dis- 
tributor for Acme beer; Robert J. Davis, Los Angeles office 
of Brisacher, Davis & Staff, San Francisco, agency for the 
advertising manager for the a 
Bohemian saeanioattiaes Company. 


He's engaged to Geraldine D. Savage, 
a ee 


Richard D. 
Brooks,  presi- 
dent of Empire 
Mailing Co., 
Springfield, 
Mass., has been 
named deputy 
district gover- 
nor of Western 
Massachusetts 
Lions Clubs. . . 
Roy G. Booker, 
widely known 
Atlanta adman, 
has been 
named to head 
the public rela- 
tions branch of 
Atlanta de- 
fense recreation 
committee. .. 
Honored with 
dinner upon 
the announce- 
ment of his re- 


Barrel 
radio show for the men of the U. S. Army Air Corps 
at March Field, California, brought smiles to, left to right, 


tirement after 50 years in Westinghouse’s advertising department, 
Frank A. Dorl received an electric carving set, for use on his hobby, 


carving wooden figures. . 
Bureau of Advertising, 
through 


. H. C. Bernsten, g.m. Pacific Coast Division, 
ANPA, off on 
Washington and Oregon, 


an extended business trip 
armed with a slide presentation 


of the continuing study of newspaper reading. . . 


RCA Lawaches 
9-Week Drive 
for Records 


New York, Sept. 24.—Highlight- 
ing the vast “Treasure House of 
Music” built up during the past 49 
years, RCA Mfg. Company wil] 
launch a nine-week magazine. 
newspaper and radio campaign for 
its Victor Red Seal catalog of 
recordings and artists Sept. 26. 

The opening announcement, rang- 
ing up to a full page in size, w || 
appear in 93 newspapers in 93 key 
cities, along with a full-page inser- 
tion in the Sept. 29 issue of Life, 
and will be followed by dear 
cooperative advertisements, rang- 
ing from 140 to 1,500 lines in 122 
newspapers in 101 cities. 

Emphasizing the theme, “Only 
Victor records give you the worlc's 
greatest symphony orchestras,” 
newspaper copy will describe Vic- 
tor records as the “best” in “excel- 
lence of orchestras and genius of 
the conductors.” 

Copy plugging the various types 
of music to be found in the Victor 
catalog wil) appear following the 
newspaper imsertions in Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home _ Journal, 
Parents’ Magazine, Time and The 
New Yorker. In addition, the Vic- 
tor “Music You Want” radio pro- 
gram will be broadcast six times 
weekly over 52 radio stations. 

A wide variety of point-of-sale 
material will be furnished to deal- 
ers. Lord & Thomas is the agency. 


Life Insurance Admen 


to Meet in Boston 


Life Insurance Advertisers As- 
sociation will hold its annual con- 
vention in Boston, Sept. 29-Oct. 1. 
Lewis B. Hendershot, Berkshire 
Life, is general chairman of the 
meetings. 

The convention will hear John 
M. Holcombe, Jr., Life Insurance 
Sales Research Bureau; Jack R. 
Morris, Business Men’s Assurance: 
Jack Hill, New England Mutual: 
Seneca Gamble, Massachusetts Mu- 
tual; Franklin R. Amthor, Equi- 
table; Powell Stamper, National 
Life & Accident; Holgar J. Johnson, 
Institute of Life Insurance; M. Al- 
bert Linton, Provident Mutual, and 
two speakers from outside the life 
insurance field, Cy Norton, of 
Strathmore Paper Company and 
Julian M. Watkins, of H. B. Hum- 
phrey Advertising Agency. 


Gets Beauty Counselors 


Beauty Counselors, Grosse Point, 
Mich., has named the Chicago office 
of Campbell-Ewald Company to 
direct its advertising. Paul Grant 
is account executive in Chicago: 


Dan Buell is Detroit contact. Space 
| wilh be bought in Detroit. 
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many rings! 600% greater par 
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PAA's Business 
Building Drive 
Reaping Results 


President Belding Re- 
ports Progress to Coast 
Ad Club 


San Francisco, Sept. 25.—Origi- 
nally planned to cover the Western 


—most of which are manufactured. 


Yet there is not a manufacturer 
representative present. “In other 
words,” said Mr. Belding, “the 


thinking seems to be that manufac- 
turers who have built great markets 
for their products and have spent 
millions in research don’t know 
what it’s all about.” 


Red Lights of Danger 
“This situation, the constant 
prickings of Thurman Arnold, a 
Yale professor having a field day in 


| theory, the attempts of federal con- 


trol of radio, the throttling of the 
press, proposed taxes on advertising 
—all of these are red lights to warn 


be sure that the people are on our 
side—that they understand the func- 
tion of advertising and business in 
their interest as consumers,” he con- 
tinued. 

Mr. Belding gave a report on how 
the Pacific Advertising Association 
through its advancement of business 
program is attempting to do this. 
He outlined the progress being made 
in the schools, how the association, 
under the direction of General Man- 
ager Charles Collier, is helping to 
work out courses in consumer edu- 
cation for teachers to follow, how 
it has enlisted the aid of the Amer- 
ican Legion in eliminating anti- 
American books from schools; sup- 


Agency Stipulates 

Charles F. Dowd, Toledo agency, 
has stipulated with the Federal 
Trade Commission that it will cease 
disseminating misleading adver- 
tisements for Michigan Magnetic 
Mineral Water Company and 
Natural Ray Mineral Water Com- 
pany, both of St. Louis, Mich. The 
stipulation provides that future 
copy will not claim curative powers 
for the mineral water, or that it 
builds resistance to colds or head- 
aches. 


WAIT Names Agency 


Gourfain-Cobb Advertising 
Agency, Chicago, has been named 


Lecture to Ad Class 


Included among lecturers who 
will speak before the University of 
Cincinnati’s courses in advertising 
and marketing this year are Ernest 
L. Becker, Cincinnati Warehouse 
Company; Robert P. Marsh, Comp- 
ton Advertising; Fred W. Mayer, 
Cincinnati Process Engraving Com- 
pany; Sells Stites, Keelor & Stites 
Company; and Henry W. Manz, 
Cincinnati Post. 


BUSINESS PAPER ADVERTISERS 


Where—When—How Much 
Your Competitors Advertised 


is ae Pea Pipes . to direct the advertising for stations 

states, the Pacific Advertising Asso- |us that we must be ever vigilant—/ plying of information to teachers WAIT, WGES, and WSBC. WAIT BRAD-VERN’S REPORTS 
ciation’s “Advancement of Business” and further, that if business and its|and special work in universities.| js the new call letter of WCBD. . 4 
program—a campaign to acquaint | voice, advertising, survive, we must high schools and other schools. Chicago. 135-21 Union Tnpk., Flushing, N. Y. 
the public with the truth about 

advertising—is attracting national 


attention, Don Belding, president of 
the organization, and Los Angeles 
manager of Lord & Thomas, re- 
vealed to the San Francisco Adver- 
tising Club in a report of progress. 
Hundreds of requests have poured 
into the association’s headquarters 
in Los Angeles asking for mats of 
the first ads prepared under Mr. 
selding’s direction. Six ads have 
already been prepared and are cur- 
rently appearing in Pacific Coast 
papers on a twice monthly basis. 
The ads, the first four of which 
were described in ADVERTISING AGE, 
issue of Aug. 25, 1941, are designed 
to answer the most frequent points 
on which advertising is attacked. 
Number five is headlined, “If you 
work for wages, advertising is your 
staunchest friend,” and tells how 
advertising helps create employment 
and lowers the cost of living. Num- 
six gets quite frank and tells 
people what to do if they think an 
ad they have read is misleading, 
untruthful or fraudulent and_ is 
headlined, “You've a real friend in 
the Federal Trade Commission.” 


WHOS BOSS 


ber 


Reports on Program 


Mr. Belding discarded rumor for 
fact gave the first complete 
report released on the accomplish- 
nents of the association’s ambitious 
program. Pointing to the recent at- 

; tack of Martin Dies on Leon Hen- 
; derson’s Price Administration and 
Civilian Supply office’s being com- 
munistically inclined, Mr. Belding 
said that he believed legislation to 
be the gravest challenge of all to 
advertising and business. He said 
that there are elements within our 
government who operate on _ the 
principle that the function of the 
government is to rule the people, to 
tell them what to do and what not 
to do—in other words, the fascist 
and communist system. “I think the ] 


proper interpretation of the demo- 
cratic principle is that the govern- 
ment should serve the people, and 
not regiment their thinking and 
that’s what we've got to fight for,” 
he added. 
w He called attention to the fact 
that the consumer division of Hen- 
derson’s department had a commit- 
tee composed nearly completely of 
consumer organization representa- 
tives. He reminded them that this 
committee is to advise on the re- 
duction and standardization of goods 


E... a tiny trouper can get tantrums trying to tag 
the tops. And who can blame her? For executive titles, 
like roadsigns on Hallowe'en, are often misleading. 


That is why NEWSWEEK aims its field force and direct 
mail efforts (accounting for the major portion of all 
subscription sales) at the names — not only the titles 
—of the men and women who are the recognized 
leaders in American life. A method so effective in its 
operation that now 4 out of every 5 new executive 
subscribers to NEWSWEEK can be classified — by 


\ name — in top-management groups. 

G COLU BIA’S And even further evidence of this method’s effective- 
4 M ness is furnished in a recent analysis of 3,000 consecu- 
\ 


tive field force subscriptions, showing that company 
presidents (also identified by name) make up 19°; of 
the total while vice-presidents make up another 11°;. 


STATION 
FOR THE 
- We'd like to show you our new presentation containing 
rs SOUTHWE ST pertinent details on our subscription operation, as well 


as additional weighty evidence on why NEWSWEEK is 


K a 4 THE NEWSWEEKLY THAT CHANGED EXECUTIVE READING HABITS wy 


P. S. Newsweek, with August ad revenue up 
86°, 
WICHITA 
KANSAS 


month of advertising gains. Ample proof that lead- 
Call Any Edward Petry Office 


over last year, is now in its 38th consecutive 


ing advertisers today are primarily concerned with 
selling the market of influence. 
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Succeeds Hargis at NBC 

Martin Magner has joined the 
production staff of National Broad- 
casting Company, Chicago, replac- 
ing Tom Hargis, who recently re- 
signed to join Russel M. Seeds. 
Since coming to the United States 
in 1939, Mr. Magner has been direc- 
tor of the Guild Theater, Evanston, 
Ill., stage director of the Chicago 


Opera Company, stage director of | 


‘Simplification’ 
Wins Out Over 
‘Standardization’ 


(Continued from Page 1) 


———— 


final recommendations on three 
household appliances are expected 
to be issued. The other appliances 
besides refrigerators are washing 
machines and flatirons. A commit- 


| tee of the American Standards As- | 


| sociation is to submit its report on | 
how these products can be “simpli- | 


| 


fied” so as to conserve strategic 


materials. 


| 
} 


Fave vtisi 
Market 
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| standards or engage in product | this week at Harrisburg, Pa. Aim Pp ~ 
| testing may be significant. It was| of the meeting will be to develop a a meyers = It 
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sisted of selling, creating, copywrit- BAIRD adsetters, 18 EB. Kinzie 
ing, preparing proposed layouts and ; WHI, 4347 Cheo. ; co 
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| . smoke”—and brings in the “inde- : * 
$e rep otos pendent tobacco experts” who “see Pa 
the kind of leaf Luckies buy, and 
: + m 
le s the prices paid” and for whom ne 
in Test Drive “Luckies are the 2 to 1 favorite de 
over all other brands combined!” de 
e di 
for Lucky Strikes | Deremus & Co. Ups Two v 
Dewey B. Helland, production | vi 
Continued from Page 1 manager and account executive - 
( j ge }) with Doremus & Co., New York, has 
is prepared and distributed by Lord | been’ elected secretary of the 
& Thomas, American Tobacco | agency. George Dock, Jr., account 
‘ , executive and copy chief, has been 
agency. : Fr? 
“The whole basis for utilization | "@™ed vice-president. 
/of Wirephoto facilities in this way,” 
said Kent Cooper, AP general man- 
|}ager, “was to further getting this 
advertising into the newspapers. 
The campaign would not have gone 
_into newspapers at all without the 
| use of Wirephoto. It was the first 
| time Wirephoto has aided member 
papers in this way.” = 
Plan 10-Week Test 
With an appropriation of $210,- 
: 000, the campaign will continue for " 
Bi ten weeks, insertions appearing 
‘ | Tuesday and Thursday. Standard | Wa 1 
: rr nif size newspapers wi -arry 715- 
@ Booming through the blackness with bullet speed, knifing be papers will carry 1,575- | §j 
line copy, and tabloids, full-page. ’ i 
: A P Aca: +) VN . The first insertion this week fea- 
sht at % 6 » : S we ‘ 
| : the night at 90 miles an hour, the Midnight Mail “delivers tured a Wirephoto showing the|§ 4 
os | | i opening of the tobacco auctions in 1 
a the goods” at dawn. Just so—smoothly, speedily, under sure | Danville, Va., where, according to| @ MAKES MOVIES , 
ee ; “ . 
a ‘ _— y , the caption, “American Tobacco | § 
control—do Superior’s night-shop operators bring your order Company, makers of Lucky Strike, | g e ’ 
| : paid 27% above the average mar- i 
: through. On the night run, expert engravers and compositors ket to get the finer grades of leaf.” | 
The camera recorded Tom L. Petti- : | 
— at . H g H , rew, toba é ms ? 
j are saving precious hours on your job. Daytime, too, we run ure ee oes 4 
a | Seconds before chanting out “Sold ir 
° ° . “ . : : American!” 
, sularity. Depe 0 ith Quic 1 : 
with railroad regularity. Depend upon our Quality with Quick. Above the photo appeared the | g 1 
aw ‘TED ° , — headline, “It’s the tobacco that 
ness’. For SUPERIOR service, call SUPerior 7070 now. counts,” while the price paid for 
| the tobacco is emphasized under- j 
q neath in large type, “Luckies pay CASTLE FILMS 
( 27% more.” As the traveling unit > a 
makes its way to different markets, | SEEED-ALL ELAS AT 
the percentage paid will vary and ' iD i 
copy will be changed accordingly. ? RCA BLDG. FIELD BLDG. RUSS B16. 
Copy continues to emphasize the SAW FRANC 300 
importance of superior tobaccos— z NEW YORK CHICAGO 
“the better the leaf, the better the L ae oe ee ee ee 
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James Young 
Makes Plea for 
Free Enterprise 


(Continued from Page 1) 


American neighbors had another 
kind of freedom which they valued 
more than any of these four. That 
freedom they call by the Spanish 
term “personalismo.” 

“Now personalismo, we might 
say, is the freedom to be yourself. 
It is the freedom to live your life 
in your own way; to give expres- 
sion to your own personality; to 
follow what interests seem good to 
u; to cultivate your own tastes; 
) pursue your own hobbies; to loaf 
d invite your soul; to live dan- 
gerously or foolishly, if you choose; 
to not let the making of a living 
interfere too much with living. In 
short, personalismo is related to 
the saying ‘it is better for men to 
go wrong in freedom than to go 
right in chains.’ 

“Our Latin American friends do 
not credit us with much interest 
in personalismo. But I think they 
are mistaken. I believe that with 
us, too, this free play of the per- 
sonality is among the most prized 
of all our freedoms. But in ad- 
vanced industrial economy such as 
ours this freedom of the personality 
finds one of its chief outlets in a 
freedom of choice among con- 
sumer goods and services. 


Buys Psychological Satisfaction 


“It is inadequately recognized, I 


think, that in a society such as ours | 
consumers’ goods and services are | 
produced for the! 


preponderantly 
satisfaction of subjective needs. 
What the consumer buys with most 
of his money is not biological 
necessities but psychological satis- 
factions. And in his free buying 
choice among these psychological 
satisfactions he expresses his per- 
ality. Personalismo becomes an 
important factor in economics.” 
Mr. Young illustrated this point 
by reference to the operations of 
business in the three necessities of 
food, shelter, and clothing. “The 
iost striking fact in the food busi- 
ness,’ he declared, “is the insatiable 
demand of women for recipes. The 
demand for nutritional information 
does not compare with it. These 
recipes represent the demand for 
variety, for social amenities, for 


a4 was a 
Big kiagus Ad Vian 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
DEA.8SS7 + HEM.22il. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 


207 North Michigan Avenue 


social status and other psychologi- 
cal satisfactions in the preparation 
and serving of food. 

“When it comes to shelter, ask 
any commercial builder what sells 
the house—whether it is the good 


tem, or such things as the architec- 
ture, the color schemes, the view, 
or even the doorknobs. 

“In clothing, you have only to 
let your mind run on the ramifica- 


know the answer.” 

In contrasting the attitude toward 
consumption taken by the “plan- 
ner” and the attitude of the mer- 
chant, Mr. Young said: “It is a 
peculiarity of planners that they 
always want to do you good. But 
unfortunately they seldom fail in 
identifying their own concept of 
good with the public good. Thus 
a planner may be sure that in a 


cosmetics—even when his wife is 
a living example to the contrary. 
He is also likely to hold such 
notions as that radio stations should 
play more classical music. 

“The merchant mind is quite 
different. It is more humble, and 
less cynical about human nature 
and the free expression of person- 
ality. With him the customer is 
always right. He may not like blue 
neckties himself, but when he finds 
that three out of every six men do 
he is eager to supply this psycho- 
| logical satisfaction. 

“What I am driving at is simply 
this. There is a fifth freedom that 
is worth fighting for. It is the free- 
dom of the personality to express 
itself in the free choice of goods 
land services, supplied by free en- 
terprisers who will cater to it. 


Guard the Principle 


“We know that in war such free- 
|dom will have to be abridged, just 
las the freedom of speech will have 
|to be abridged. But we do not 
|want the principle lost sight of. 
|And we do not want the controls 
of a war economy used to set up 
permanent abridgements of this 
freedom. Let us adjust our think- 
ing to the fact that while we fight 
this war we may also have to fight 
that which we 


}to maintain 
| for.” 

Mr. Young discussed three ad- 
justments which he believed busi- 


|ness men will have to make in or-| 


| der to preserve free enterprise in 
|the period following the current 
| war. 


|ness manager must make up his 


|mind that America is literally at|} 


| war and that the whole power of 
the nation must be mobilized for 
victory. This does not mean, how- 
ever, that every business should 
take the initiative in locating its 


place in the war economy, he con- | 


|tinued. Only government can tell 
| the business man if he is needed, 
and until this is done, he should 
|attempt to keep his enterprise in 
| operation. By doing so he will re- 
duce the impending shortage in 
consumer satisfactions and curb the 
resulting inflationary tendencies. 
The second adjustment, he de- 
clared, is to realize that the war 
economy we are entering will be 
|}more completely controlled than 
any we have ever known. “We 
/never reached the state of control 
|in the last war which we are going 
to see now. Raw materials, labor, 
|}and machines are going to be allo- 
cated. Prices will be controlled. 


| 


| Credit will come in for its share. In| 
short, the controllers are going to| 


|}have the power to determine who 
‘does business and how, what con- 
sumers get what satisfactions and 
when. It is proper that they should 
have this power. It is the only way 
to win the war. 

“But government, we must never 
forget, is not an abstraction. It is 
just a lot of fellows down in Wash- 
ington. Most decisions of govern- 
ment are made by three or four of 
these fellows getting together in a 
room and talking things over, just 
as business decisions are made. 
Every law has to be interpreted in 
application and it makes a lot of 
difference who does the interpreting 
and what their predictions are.” 

The third, and most important, 
adjustment that business managers 


roof and the efficient heating sys- | 


tions of the world of fashion to| 


perfect world there would be no) 


fight | 


First, Mr. Young said, the busi- | 


must make, is to realize that the 
|free enterprise system as it now 
|stands is far from being perfect, 
'Mr. Young continued. Although our 
system of free competition has pro- 
duced a greater quantity and qual- 
ity of consumer satisfactions than 
|}any other nation in history, he said, 
it has done so at the expense of 
|other satisfactions. 


“It has produced its abundance | 


of goods and services at the ex- 
| pense of security for too many men. 
|Even a primitive agricultural so- 


ciety supplies more basic security | 


|}than millions of industrial workers 
now have. It has failed to bring 
large segments of the population a 
satisfactory standard of living in 
spite of the fact that our physical 
/resources and industrial technology 
are now adequate to do this.” 

“IT believe that the managers of 
industry are capable of producing 
| these added satisfactions,” he con- 
tinued. “I believe that, in the end, 
they are the only people who are. 
When business has fully accepted 
this challenge; when management 
has made this third adjustment in 
its thinking, when its combined in- 
genuity, resourcefulness, and good 
will goes to work on these problems 
then we will see a New Order in- 
deed—not only in consumer satis- 
faction, but in management satis- 
|faction as well.” 


Gets No Breaks on 


Dailies’ Stations, 
ClO Tells FC 


Washington, D. C., Sept. 
Testimony that the Congress of 
| Industrial Organizations has 
repeatedly discriminated against by 
broadcasters and that a radio sta- 
tion is a valuable 
newspaper featured hearings this 
week in the Federal Communica- 
tions Commission investigation of 
newspaper ownership of radio fa- 
cilities. 

Allan S. Haywood, CIO director 
of organization, urged FCC to 
“probe deeply into the question of 
restrictions of labor’s rights by 
newspaper-controlled stations” and 
to adopt policies which “will accord 
full protection to labor in the 
enjoyment of its rights to freedom 
of speech on the air.” 

After two days this week, FCC 
recessed hearings until Oct. 2. 
Other witnesses included Luther 
Hill, vice-president of Iowa Broad- 
casting Company, which is 
trolled by the Des Moines Register 
land Tribune; W. E. Ingersoll, busi 


25.— 


been | 


adjunct to a} 


con- | 


/ness manager of the News and Sen- 


|tinel, Parkersburg, W. Va.; and 
| Charles L. Long, vice-president and 
_ assistant publisher, Wheeling In- 
telligencer and News Register. 


| Felle Wet Pocesuing P| 
| JUST PUBLISHED—a new booklet which 


answers the question, “What is textile 
Wet Processing?” 


Get one; learn the important facts neces- 
| sary to know when appropriating funds 
for textile advertising. 


Know why the American Dyestuff Reporter 
| carries more than twice as much adver- 
tising of dyestuffs and chemical products 
as any other textile publication. 


WRITE FOR YOUR COPY NOW 


Howes Publishing Company 
440 Fourth Avenue, N. Y. 


| 
| 


... and every one a beauty! 


That’s the opportunity you have when you 
select your catalog or booklet cover from 
the sample book of Hammermill Cover Pa- 
In one handy 45-page book are rep- 
resented more than 500 cover 
widest range of stock colors, weights and 
finishes under any one brand name. 


pers. 


FINISHES: Ten luxurious, easy-to-print finishes to 
i catalog distinction—ripple, 


give your 
sandstone, crepe, brushmark, 
leather, shadow, veneer, tweed. 


“Di 


alog new life and 


items—the 


book of 
Papers. 
antique, 


morocco, heavy 


ps 


POSITION 


... If you want a warehouse of 
cover paper backgrounds that 
click, get a copy of the sample 

Hammermill 
It will give you quickly 
the right answer to nearly every 
cover requirement. 


COUPON NOW. 


; 


* 


TO CHOOSE FROM 


cotors: Sparkling eye-stoppers to give your cat- 


snap; white, straw, lime, sepia, gray, 


gold. blue, green, tangerine, cobalt, scarlet, black. 


WEIGHTS: All the popular cover weights are avail- 
able for each color and finish . . . plus a special 
160-lb. white for mechanical bindings. 


Cover 


MAIL 


Hammermill Paper Co., Dept. D, Erie, Pa. 


Gentlemen: Please send me the Sample 


Book of Hammermill Cover Papers. 


(Please attach to, or write on, your company letterhead) AA 9.29 


a 7 
| SE wo ; ae oer i) Pe ae 
; 
a F 
: . @: a : 
im 6Ofl 
’ a 
| oy — * : / r ~ _ % 
Sy BE pee Ne J a Oe 
f 4 % Co . = 0 ~ Yy b> “" | bal ws ‘ . il 
| % ~ \ — a ee 
Ps F, : ial \ / aN . a ; ssi, Ww p 4 
oe A ae Oo 7 euege 7 ; 
a. |) / Sey See oe , . 
OO 
oa! io "i «6A a y’ : 
: \ ‘Sez r , \\ A 
FO a 
i eee—CSCis i 
. | | 
ee — a 
—— [es oAMMERM), — a ; 
; P oe a COVER : ie a a 
: . —S—“C™isSCSC‘(CSCNCiésC, ‘- 
ee a ee Sc eet a tae PE cs eae agen RE nena ee: i 
Ge ates nde Cero ee ae ZCI Y Uae, ae Bee ee ee ei Re Oe 
ee «ea, ' Be nS oe Dee : oe A Tie 3 ad ee oe SS oe ee ee Sa ae a ge, . Lig. Sle Be Sy we ae | Slee 


ie 


28 


ADVERTISING AGE September 29,- 194; 


Bills in Congress 
Urge Regulation 
of Oleo Copy 


Butter Producers Seek 
to Overrule FDA Stan- 
dards 


Washington, D. C., Sept. 24.- 
The long-standing fight between 
butter and oleomargarine produc- 
ers has flared once again since the 
new standards for oleo took effect 
earlier this month, and _ parallel 
bills were introduced in both houses 
this week in an effort to overrule 
the Food and Drug Administration 
standards. 

The bills 
oleo advertising, and 
hibit shipment and sale of oleo 
containing milk or other dairy 
products, or which imitates butter 
in color, flavor, or appearance. In 
recent weeks, Congress has been 
flooded with petitions protesting 
against the standards. 

Federal Security Administrator 
Paul V. McNutt, who exercises con- 
trol over FDA, was visited today 
by a group of dairymen. He told 
them that butter sales won't be 
affected by the oleo rules and that 
“people who want butter will buy 
butter.” He said he was willing to 
consider re-opening hearings but 
had heard no good reason for 
doing so 

The _ hot 


The KKK K KK 
BELLEVUE, one of the few 
famous Hotels in AMERICA 


... became famous through 
its unsurpassed facilities, 
its superb food, the un- 
varying graciousness of 
its service and its vigilant 
management. And you will 
also appreciate its rea- 
sonable rates. 


BELLEVUE-STRATFORD 


IN PHILADELPHIA 


regulation of 
would pro- 


call for 


butter-oleo fight was 


CLAUDE H. BENNETT 
General Manager 
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AIR-CONDITIONED RESTAURANTS 


PRINTING 


— Phone WABASH — 


7820 


N IMPOSING group of successful 
advertising executives find this 

a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... . Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you —at a saving of time, trouble 


and money. Phone Wabash 7820. 


FAITHORN 


CORPORATION 


AO - SETTING »- ENGRAVING + PRINTING 
SO4 SHERMAN STREET. CHICAGO + WASASH 7820 


slow in developing. FDA held hear- 
ings months ago but dairymen did 
not file their objections on that 
occasion. A radio broadcast by the 
consumers’ counsel of the Depart- 
ment of Agriculture really started 
the battle. That came after regu- 
lations had been promulgated but 
before they took effect Sept. 6. 
The Department of Agriculture 
spokesman said that oleo is not 
only much cheaper than butter but 
that both are now required by law 


to contain at least 80 per cent fat. | 


He added that margarine 
reinforced with vitamin A _ and 
therefore as nutritious as butter. 


is now | 


This broadcast caused a barrage | 


of criticism. The charge was made 
that the Department of Agriculture 


is trying to get the public to eat | 
oleo instead of butter so that sup- | 


plies of butter can be shipped 
abroad as part of the lend-lease aid. 


for the agency point out that the 
rules merely describe the actual 
composition of various types which 
have been sold legally for years 
under restrictions 
oleomargarine act of 1886. 
only legal definition of oleo was 
that contained in that act, defining 
it as a product made in “imitation 
or semblance of butter.” The rules 
also carry labeling provisions here- 
tofore not required in the industry. 


Farm Bloc Attitude Vague 


Whether the farm blocs in both 
houses of Congress will rally behind 
the repealer bills has yet to be 
revealed. Sponsors of the twin 
measures are Sen. Guy M. Gillette 
of Iowa and Rep. August H. Andre- 
sen of Minnesota. The bills are 
S. 1921 and H. R. 5700. Both were 
referred to the respective agricul- 
ture committees. 

The advertising section reads: “It 
shall be unlawful for any person to 
disseminate, or cause to be dis- 
seminated, any advertisement or 
other publication, by United States 
mails, or in interstate or foreign 
commerce by any means, which 
directly or indirectly displays oleo- 
margarine as being yellow in color, 
or any advertisement which 
acterizes oleomargarine in 
symbols, or other 
associated with 
ucts.” 

Enforcement of the 
provision is 
eral Trade 


char- 
words, 
representations 
milk or its prod- 


advertising 
entrusted to the» Fed- 
Commission, using 
powers granted in the FTC Act. 
Other provisions of the bill are to 
be enforced by the Secretary of 
Agriculture. Oleo which is yellow, 
contains milk or dairy products, or 
simulates butter in any way is to 
be liable to seizure, and violations 
are punishable by a two-year im- 
prisonment and/or a $1,000 fine 


Grocers Get Defense 
Stamps for Displays 

Wm. S. Scull Company, Camden, 
N.J., will boost the national defense 
program by offering defense stamps 
to grocers as a bonus for cooper- 
ating with the company in the dis- 
play of Boscul coffee 

Each Boscul salesman will have 
the responsibility of purchasing and 
personally delivering stamps _ to 


those dealers who earn them 
Compton Advertising, New York, 
is the agency. 


Vos to Schwab & Beatty 

Frank Vos has joined the 
department of Schwab & Beatty, 
New York. He was formerly on 
the sales promotion staff of Hoove1 
Mfg. & Sales Company, New York, 
and previously in the publicity de- 
partment of Erwin, Wasey & Co, 
New York 


copy 


J. F. Ryan Promoted 


J. F. Ryan has been named mer- 
chandising manager of Woman's 
Home Companion, New York, in 


charge of the Jean Abbey merchan- 
dise service. He was formerly a 
member of the promotion depart- 
ment 


Gets Tabak Account 


Logan & Arnold, Los Angeles, 
has been named to direct the ad- 
vertising of Louis Tabak, Inc., 
sportswear manufacturer. 


imposed by the! 
The | 


This charge is belittled in official | 
quarters. 

FDA defends its oleo standards 
jas necessary and fair. Spokesmen 


——— 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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Lindeke Joins Cannon 
Bruce Lindeke, former!) 
advertising department 0! 


Advances Linne 
Philip Linne, formerly advertis- 
ing manager of Owens-Corning Fi- 


Cartlidge Leaves Tulsa 
Edward L. Cartlidge, member of 
the advertising and promotion de- 


partment of the Newspaper Print- berglas Corporation, Toledo, has conda Copper Company, ™ 
ing Corporation, Tulsa, has resigned been named sales promotion man- Mont., has joined the adv oa 
to become advertising manager of ager, and has been succeeded by department of Cannon Elec! aaa 
the Herald-Tribune, Sarasota, Fla.. W. D. Thackeray. ! velopment Company, Los An 
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Hormel Tests 
Hamburgers in 
Cans as Wimpys 


Vinneapolis, Sept. 24-—Geo. A. 
Hormel & Co., Austin, Minn., food 
packer, opened a 13-week advertis- 


ing schedule for its newest aid to 
the busy housewife—canned ham- 
burgers—last week. The new prod- 


CANNED HAMBURGERS 


wow hy VNUGAP YS... 
HAMBURGERS IN CANS! 


uct, called Wimpys, was introduced 
\ a full page in the St. Paul ; 
P oneer Press, the morning of Sept. ba 
17. followed by a full page in the MOS oe a heat ond oat s! 
Minneapolis Star Journal the next a et = . 
day. A= a 

Present campaign is a test, con- # rs Se = ¥ e 


fined to Minnesota only. Advertise- 
ments will appear in newspapers in 
the Twin Cities and 14 
Minnesota towns. Space graduates 
all the way from two-color pages 
to a few 56-liners, the majority to 
run in the 13 weeks being 112 
lines. Largest space outside the 
Twin Cities will be 500 lines—ex- 


act replica of the full-page adver- | 


tisements, but reduced in size. 

The Austin packer had stores so 
well stocked when the initial ad 
ran, on Sept. 17, that within three 
days butchers reported that not 
only were sales good for the new 
tinned article but the Wimpys 
advertising was making non-buyers 
hamburger - conscious, resulting in 
a decided tilt in sales of hamburger 
meat. Wimpys are packed eight to 
a 12-0z. can, for 29 cents. 

Hormel using the 
name with the permission of King 
Features Syndicate, which controls 
the Popeye cartoon in which the 
character originated. Possible com- 


is 


plications may arise, however, be- | 


cause of the existence of a chain of 
hamburger shops, with headquar- 
ters in Chicago and with shops in 
several states, which sells ham- 
burgers under the name of Wimpys, 
ind which claims national and state 


copyrights on that name for food 
products, dating back to 1934. 
BBDO, Minneapolis, is the 


agency. 


MOTHER’S SOUP COPY 
STARTS IN KALAMAZOO 
Chicago, Sept. 26.—Promotion on 
Mother’s soup, new Quaker Oats 
soup mix described in ADVERTISING 
Ace Sept. 15, got under way in 
Kalamazoo, Mich., last night with 
appearance of introductory copy in 
the Kalamazoo Gazette. Three col- 
umns wide by 294 lines deep, the 


other | 


Wimpys 


_ THE EOE) GAT TO HAVE GOOD HAMBURGERS AT HOME! 


Cartoon technique being used by Geo. 

A. Hormel & Co., Austin, Minn., in red 

and black, full-page test copy in Min- 

nesota newspapers for its new canned 

| hamburgers, promoted under the name 
of Wimpys. 


Thursday, followed by small 
minder copy on Friday. 

The test will be confined to Kala- 
mazoo for an_ indefinite period, 


during which inventory checks on 


re- 


sales will be made periodically, not | 


only to determine initial response 
and repeat business, but also to 
gauge the relative value of different 
economic groups, to study popular- 
ity of the three soups—green pea, 
navy bean and yellow pea—which 
now comprise the line, and to deter- 
mine the normal sales ratio between 


servings, and the larger packages, 


holding seven. In the introductory 
drive, the small package for 


TODAY AT YOUR GROCERS 
NEW AND DIFFERENT 
INSTANT! MOTHER'S SOUP 


es. 


‘Instant! = 
—well I'll have 


sells 


the small package, containing three | 


of store demonstrations, such dem- 
onstrations being put on in two 
stores each Friday and Saturday. 
The demonstrations, in which girls 
equipped with a table and a grill 
with boiling water will make soup 
“to order,” are designed not only to 
|prove the palatability of the soup 
but also to demonstrate convinc- 
ingly the quickness and ease with 
which it can be prepared. 


OVALTINE ONE CENT SALE 
TESTED IN CONNECTICUT 

Chicago, Sept. 24.—The Wander 
Company, maker of Ovaltine, 
testing its chocolate flavored prod- 
uct, an item some two years old, 
with the one cent sale distribution 
technique in few Connecticut 
cities with the assistance of 1,000- 
|line newspaper copy. 

The offer consists of a half pound 
tin of the chocolate flavored Oval- 
tine for one cent with the purchase 
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WEW CHOCOLATE FLAVORED 


OVALTINE 


of a tin of the regular Ovaltine, any 
size, at the regular price. Copy 
plays up the one cent sale angle 
and the offer is accompanied with 
pictures of containers of the two 
Ovaltine products. Considerable 
space given to the nutritious 
| qualities of the products. A special 
|one cent sale display at dealers also 
is pictured in the advertisement. 


IS 


Hart Johnston, vice-president of 
the company and_ general sales 
manager, also is sales promotion 


and advertising manager. Blackett- 
Sample-Hummert, Chicago, has the 
account. 


LEVER BROTHERS INVADES 
VITAMIN FIELD WITH VIMMS 
New York, Sept. 23.—-Lever 
Brothers Company's entry into the 
Vitamin field, with a new product 
called Vimms, will be marked by 
newspaper and radio test campaigns 
to be released in several test mar- 
kets, starting immediately First 
copy, it was learned today, will ap- 


pear in Providence Thursday. Dis- 

tribution will be through drug 

outlets exclusively. Luxury and economy are stressed in this 
Referring to Vimms as a tablet bath size Camay soap 440-line news- 


which combines “for the first time” 
Vitamins A, B,, B., PP, C and D 
plus calcium, phosphorus and iron, 
Lever Brothers said the formula 
“designed to supplement the aver- 
age person’s diet with sufficient 
vitamins and minerals to meet the 
National Research Council's recom- 
mended allowances.” The price will 
be “moderate” and Vimms_ will 
possess a “highly palatable flavor.” 

Batten, Barton, Durstine & Os- 
born handles the account. 


AIRLINE PRUNE JUICE 
TEST TO OPEN SEPT. 30 
New York, Sept. 25.—First con- 
sumer advertising for Airline prune 
juice will be released by Max Ams, 
Inc., starting Sept. 30, with a test 
campaign in the Binghamton Press. 
Announcement copy of 360 lines 
will emphasize a “new and exclu- 


1s 


sive process” and followup inser- 
tions ranging from 28 to 84 lines Milli 
will continue three times a week 1 ions 
through Feb. 27 

Offered in refrigerator jars as That's Connecticut's IN- 
well as cans, the product has been CREASE over 1940 in 
sold extensively in the past unde: Buying Income! 
private labels, but this marks the ee y® er the 
. v 
first promotion under the Airline And you can ° Act 
name. Max Ams also. produces best part of this ma 


Airline honey and other food prod- 
ucts. Gotham Advertising Com- 
pany directs the account. 


Globe Picks Weinberg 


Milton Weinberg Advertising 
Company, Los Angeles, has been 
appointed to handle the advertis- 


ing of Globe Investment Company, 
using radio. 


BATH SIZE SOAP 


/ FEEL GRANO AGAIN \ 


Bear Size Camay / 


paper test copy released by Procter & 
Gamble. 


C. E. Hooper Adds Kenkel 

Fred H. Kenkel has joined C. E. 
Hooper, New York, as an executive 
in the station audience department. 
For the past 22 years Mr. Kenkel 
was with Gardner’ Advertising 
Company, St. Louis, recently as a 
space and time buyer, 
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by using WDRC in Hart- 
ford. Get all 3.on WDRC 


—— coverage, programs. 
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QUALITY PLATES | 
/ 


~~ iy 
GET ALL THREE KINDS SEAR AT YOUR GROCERS ToDar! 


Blended Whiskey 86.8 Proof, 72°, Grain Neutral Spirits 
Carstairs Bros. Distilling Co., Inc., Baltimore, Md. 


CARSTAIRS White Seal 


8 cents, and the larger for 15 cents. 
No other advertising is being used 


in Kalamazoo, although when the msl eS " 
test is extended to other markets, gs = “se b 
|spot radio and other devices may 7 a. o) 
be used. The introductory deal for 2g = , —- 
grocers includes a dozen of the) > . 2 o/ Vv ae 
small packages free with the pur-| WJ, , 4 > » Is Ss ; ‘ a) 5 
chase of a dozen small and a dozen Printing Plates oe wa J ro Sellerfi (Od and Offre ™ 
|large packages in a display con- . J i 
| tainer, containing an assortment of 7 / ” 


| the three soups. 

| Sampling of the new soup, ac- 
| companied by a coupon good for 
five cents on the purchase of either | 
size can, will be utilized on a care- 
fully controlled basis, more as a 
test of neighborhood responsiveness | 
than anything else. An _ unusual 


a) 3 
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QAUKCHICE A110. 
PHOTO ENGRAVERS 


417 NORTH STATE STREET + CHICAGO, ILLINOIS 


547 S CLARK STREET | 
CHICAGO, ILLINOIS 


Telephone 
WABASH 6284 


SUPerior 


6716-7-8-9 


feature of the test will be the use 
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Dr. Cox Promoted 

Dr. Reavis Cox, chairman of the 
marketing department of the Whar- 
ton School of Finance and Com- 
merce, University of Pennsylvania, 
has been named supervisor over 
nine industrial branches within the 


division of civilian supply, Office of | 


Production Management, Washing- 


ton. He has been serving as assist- | 


ant director of the division. 


Dreher Adds Allen |Backs Truth in Ads Names A. R. Hirsch 


Edward W. Allen, Jr., formerly! The campaign against untruthful Arthur R. Hirsch has been named 
on the sales staff of Taylor-Reed| and deceptive advertising, launched | editor of Poultry Supply Dealer and 
Corporation, Mamaroneck, N. Y.,|by the Pennsylvania Newspaper | Standard Directory & Buyer's 
has joined Monroe F. Dreher, New-| Publishers’ Association advertising | Guide, Chicago. 
ark, as account executive. He was) division some 16 years ago, received wi eel 
previously in the market research | renewed stimulus at its meeting in| Mc-E Gets Sugar Account 
department of Pedlar & Ryan, New| Harrisburg, Pa., Sept. 22-23, when McCann-Erickson, San Francisco, 


York, and a_ copywriter with|a committee report was adopted| has been named advertising agency 
Charles Dallas Reach Company,| making still more stringent the|to represent the California-Grown 
| Newark. rules on advertising copy. Sugar Group, beet sugar producers. 
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Combined Circulation 
now over 107,000 


NORFOLK LEDGER-DISPATCH 


Represented hy 
The John Budd Company 
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Gertrude B. Lone, 
of ‘Woman’‘s Home 
Companion’, Dies 


New York, Sept. 25.—Gertrude 
Battles Lane, since 1912 editor-'n. 
chief of Woman’s Home Compan. »n. 
died at her home here today. She 
juined the magazine as household 
editor in 1903 and was named 4 
vice-president of Crowell-Col! e, 
Publishing Company in 1929. 

An ardent worker for the widest 
possible dissemination of medica] 
information, Miss Lane campaigned 
aggressively for better health and 
attracted wide attention with her 
Better Babies Bureau. She also 
created many added reader sery- 
ices. During the first World War 
she served as a member of Herbert 
Hoover’s food administration and 
was also active in his White House 
Conferences on Child Health and 
Protection. 


ROBERT DOZIER 

Omaha, Sept. 22.—Robert Dozier, 
72, pioneer Omaha advertising 
salesman, died today in an Omana 
hospital following an extended i!!- 
ness. During his career in Omaha 
he handled publicity for many civic 
events as an advertising agent. 


CLARENCE R. NELSON - 

Buffalo, N. Y., Sept. 23.—Clarence 
R. Nelson, former advertising man- 
ager of the Merchant Mutual Cas- 
ualty Company, died Sept. 22 in his 
home after an illness of two months. 
He was 54 years old. One of Buf- 
falo’s best-known insurance execu- 
tives, Mr. Nelson had been con- 
nected with Merchant Mutual for 
13 years, serving as advertising 
manager and assistant secretary. 
For the past year and a half he had 
been manager of the Merchant Mu- 
tual Brokers’ Service. 


LACEY H. MORRISON 

Port Washington, L. I., Sept. 23. 
—Lacey H. Morrison, editor of 
Diesel Power and an outstanding 
American expert on Diesel engines, 
died at his home here last weekend. 
He was 59 years old. 

Before joining Diesel Power in 
1931, Mr. Morrison was associate 
editor of Power. He was the author 
of several engineering textbooks, 
including “American Diesel” and 
“Oil Engines” and belonged to the 
American Society of Mechanical 
Engineers and the Society of Auto- 
motive Engineers. 

Mr. Morrison had been consulted 
by the United States Navy during 
the past year when plans were 
being made to train young men in 
the use of Diesel engines. 


H. E. OSTIN 

Chicago, Sept. 23.—H. E. Ostin, 
sales representative for McGraw- 
Hill Publishing Company, died sud- 
denly Sept. 20 of a heart attack. He 
was stricken while playing squash. 
Mr. Ostin represented Coal Age and 
Engineering and Mining Journal in 
the Western district. 


ASK THESE 


{11 Merchants! 


111 merchants in 29 cities 
within a radius of 69 miles 
REGULARLY advertise 


their services and prod 


ucts over . 


5000 WATTS 


-WKNE 


Member C.B.S. network 


KEENE, N. H. 
An H. C. Wilder Station 
Represented by Raymer 
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DEMONSTRATOR KIT 


Eureka Vacuum Cleaner Company has 
developed this compact demonstration : - : 
kit for its retailing organization. Geyer, Carl Dietrich, advertising manager, Wagner Electric Corp., St. Louis, explaining 
Cornell & Newell, Detroit, is the agency. the "Advertising Manual” established by the Industrial Marketing Council, St. 
Louis, at a luncheon session of the National Industrial Advertisers Association 
convention at Toronto. Seated, left to right, Richard P. Dodds, Truscon Steel 
Co., Youngstown, O., retiring NIAA president, and W. Donald Murphy, Reincke- 
IT LINGERS Ellis-Younggreen & Finn, Chicago, president-elect. 


SCANNING THAT NEW PRESENTATION 


In Southern California for the premiere of the new Orson Welles program for 

Lady Esther, the national radio situation got a good going-over from, left to 

right, Bill Lawrence, newly-appointed Pacific Coast manager for Pedlar & Ryan, 

agency for the account; E. G. Sisson, of the agency's radio department; Harry 

Witt, CBS Southern California sales manager, and A. E. McElfresh, vice-president, 
} Pedlar & Ryan, New York. 


SAMPLE KITS FOR MOVIE-GOERS 


BEER-ALE | 


Blending of the word “lingers” with 
"Esslinger's and the gradual vanishing 
of the beer in the glass are two features 
of this spectacular built in Philadelphia 


for Esslinger's, Inc., by the General Out- William L. Day, left, executive vice-president, J. Walter Thompson Company; 
door Advertising Company. The se- Harry Pardee, advertising manager, Scott Paper Company, and Sidney Dean, 
quence begins with the panel at the right, vice-president of J. Walter Thompson and account executive, scan a 

top and continues on down. presentation at a convention of Scott divisional sales managers at Atlantic City. 


NEW STATE LAW SPURS AUTOMOBILE INSURANCE DRIVE 


Dont Lose am Your Right to Drive... 


Type of theater lobby display developed by Ta-Kit, Inc., (Advertising Age. 3E READY FOR NEW STATE LAW: , SEE ANY ATNA AGENT 


Sept. 1) featuring products being distributed to movie patrons in attractive con- Aetna Casualty and Surety Company, Hartford, is using this outdoor poster in New York State in anticipation of a new 
tainers in certain eastern theaters. A variety of drugs, cosmetics and household state law going into effect Jan. | which threatens loss of driver's license to motorists in accidents who are not financially 
products are contained in the kit. responsible. 


RESTFUL MOMENTS FOR BOTH PAR AND PUBLISHING FRATERNITY AT SKYTOP CONVENTION OF NPA 
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“onversation switched from publishing to golf when the photographer shot these pictures of attendants at the convention of the National Publishers Association at Skytop, Pa., Sept. 16-17. The four groups, read- 
"9 from left to right across the page, include: first group, Fred Stone, circulation manager, Parents’ Magazine; Frank F. Soule, advertising director, Conde Nast Publications; Andrew Sheehan, Conde Nast; George 
* Hecht, publisher, Parents’; H. L. Vonderleith, circulation manager, Financial World. Second group: Harold A. Wise, vice-president, Macfadden Publications: Norwood Weaver, Magazine Marketing Service; 
harles H. Shattuck, treasurer, Macfadden Publications; O. J. Elder, president, Macfadden Publications. Third group: W. H. Eaton, publisher, American Home; John S. Brehm, vice-president, Crowell-Collier 
iblishing Company; J. A. Welch, vice-president, Crowell; Albert E. Winger, executive vice-president and treasurer, Crowell. Fourth group: William L. Daley, American Publishers Conference: Frank Ware, man- 
"9", agency division, Time, Inc.; E. H. Ulrich, Curtis Publishing Company; R. H. Bachman, head of Periodical Publishers Service Bureau, Hearst Magazines. 
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“We have abundant proof that % 


SPOT BROADCASTING |, 


has done a real job of 
delivering prospects” 


says K. B. ELLIOTT 


Vice-President in Charge of Sales 
The Studebaker Corporation 


K. B. ELLIOTT 


ice OF MARKETS 
or every budget! 


CHOICE OF STATIONS 
in every market! 
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Spot Broadcasting has proved its selling power to Studebaker sales . 

management... proved it in resu/ts! Factory, distributors and dealers oni m 

. . . m 

alike have seen the way Spot Broadcasting delivers prospects to he 

Studebaker showrooms. They know this powerful, flexible adver- — : 
tising hits hard... where and when they want it. DETROIT 

They know Spot Radio works more effectively, more ST. LOUIS - 

efficiently because Studebaker itself can select. . . SAN FRANCISCO : 

serices » bi — th 

without restriction ... the big, known audiences Les aneetes z 


on the best stations in the most profitable markets. 

Furthermore, John Blair stations have added to 
Studebaker success through local tie-in merchan- 
dising . . . parades, displays, special broadcasts and 
publicity. It’s a Spot Radio bonus that you should 
know about. Ask a John Blair man. 
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